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Vulnerability of high Hooperatings to summer vacations and ideal 
summer weather seen in July 15 Hooper report covering period of long 
July 4th week end. Average nighttime rating, 4.9, was 1.8 below 
preceding two-week period, 6.7. Evening sets-in-use dropped from 
22.1 to 17.3, downward move of 4.8 against last year's drop of 3.5. 
Agency and station men see this as proof positive that something 
must be done to check resort and auto tuners-in for accurate picture 
of summer listening, 

-SR- 

Trend of station representatives toward functioning as operations 
consultants as well as national selling agents seen in WRVA's ap- 
pointment of CBS Radio Sales. NBC Spot Sales in process of negotia- 
ting with several stations also. For some time station representa- 
tives like Katz, Blair, Petry have functioned at far higher level 
than sales agents and many newer reps have been sitting in on 
management meetings. 

-SR- 

CBS program management shifts, which takes Ed Murrow, who worked 
during war years with Chairman of Board Bill Paley in London, from 
key operational post, seen as reemphasis on commercial programing. 
New program vp Hubbell Robinson is agency-trained programer. Ap- 
pointment made possible by reassignment of vp Davidson Taylor as 
Director of Public Affairs following decision of Edward Murrow to 
vacate that post. Murrow 's move was made for two reasons: more 
money (as a newscaster he'll make at least three times what he 
received as CBS vp) ; as an air personality he'll help CBS remove 
stigma resulting from dropping of liberal commentators. Murrow is 
admittedly a liberal. 

-SR- 

Of 1300 AM stations in current operation in U. S. over 1100 are 
network affiliates. More than 3^ of latter find network links cost 
them money instead of making it. Some small stations pay 2 to 3 
times as much in line-charges as they receive from web. Need of 
programing at national level in most cases justifies affiliation 
despite monthly red figures. At same time webs have their worries. 
Operations continue to be less profitable yearly, with networks 
largely supported by stations they own. That's what makes Mutual 's 
job rougher than others. Mutual owns no stations. 

-SR- 

More radio talent contracts are showing up with a TV clause. Gen- 
erally reads, "If and when the advertiser decides to use visual 
broadcasting it reserves the right to the services of the con- 
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tracted performer on a basis comparable with agreement covering his 
appearances on its radio programs." Fairly elastic, but sponsors 
feel they can't be more definite since they don't know at what stage 
in TV's development they'll want to enter medium. 

-SR- 

Spot business in U. S. is up 12.7% for first 6 months of 1947 over 
same period in 1946. June business was good with automotive, ice 
cream, food products, cigarettes, household furnishings, soaps, 
cleansers, and airlines adding to their spot schedules. Analysis 
of spot on network-owned-and-operated stations revealed less in- 
crease than national average due to fewer spot time availabilities. 
Average 6-month increase for net stations was 6.53^. 

-SR- 

David Sarnoff, Chairman of Board and President of RCA, is expected 
to retire from latter position between now and first 1948 stock- 
holders' meeting. Holding move back is final selection of new 
president. Known to have discussed job are Niles Trammell, NBC 
President, and Frank Mullen and Ken Dyke, both vps of network. 
None of three are technical men, as is Sarnoff, but. feeling within 
RCA is that engineering knowledge is not requisite. 

-SR- 

Coming season will see battle for 5-6 p. m. Sunday audience. It 
will find NBC with "Borden Hour" of drama battling "The Shadow" and 
either "Quick as a Flash" or "The Abbotts" on Mutual, No. 1 network 
at that hour for some time. To degree drama and mystery auaiences 
are alike. In past each network has had own audience at that hour. 

-SR- 

Ziv's most expensive transcribed program, Ronald Coleman's "Favorite 
Story " passed 100 mark in sponsors during July. Boston department 
store Jordan Marsh bought it for all of New England. Cowan's high- 
priced package, "The Smiths of Hollywood," will start on at least 75 
stations when ready to go in September. Interest in Kermit-Ray- 
mond's transcribed Eddie Bracken show also feverish with sales effort 
newly started. 

-SR- 

With A. C^ Nielsen back from Europe there will be renewed efforts 
by Nielsen organization to bring radio industry into line as under- 
writers of open-door NRI (Nielsen Radio Index). As yet Nielsen 
hasn't come up with formula that will win support that minute-by- 
minute listening rating deserves. Adequate sample for NRI must wait 
on more sponsor-station-network backing. 
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THIS IS THE _ J^Ji 
k OFVPICKETT, 




WISCONSIN 



Lawrence and Wayne make the fourth generation of Bradlcys 
to farm these Winnebago County, Wisconsin, acres. Kach son 
now operates 200 acres; Harold, the father, helping both. Forty 
milk cows arc in production and 150 laying hens. There are 
300 White Rock chickens, 100 Shropshire ewes and two thor- 
oughbred bulls. The Hradlcys ha\ c 200 acres of marsh hay (about 
400 bales) ; JO acres in corn, 35 in oats and 45 in alfalfa. There 
are three children; Lawrence, 20, Wayne, 23, and Lorraine, IJ. 

These arc folks worth knowing — the Bradleys and all the 
other thousands of good neighbors of ours in four Midwestern 
states. For 23 years, our microphones have focused on these 
families. We have provided the service they need, the entertain- 
ment they want. Their response is a loyalty partly measured by 
the million letters they write us every year — a loyalty measured, 
too, in the quality and intensity of results our ad\ertisers get. 




Lawrence Bradley, one of 40 Future Formers lo 
win our annual 3-day award trip lo Chicago He 
keeps careful records of flock, crops and slock 



Cooking comes firsl with Mrs Bradley. She is a 
Board of Education member and mother of three ^"^j 



fine children Her food cellar is always well- 
stocked 



Harold Bradley supplements two tractors with 
this Percheron-Belgian team He helps lowrence 



with one 200-aC4es. Wayne with the other. 




The Bradley home place, well-kept, clean Elec- 
Iricily came a year ago, other modernization is 
following. An opple orchard is behind the house 



Lawrence and Lorraine feed Doll, 400-pound- 
producing Holstein. The Bradley herd is half 
Holstein, half Milking Shorthorns The barn-radio 
provides music, markets and news 



890 kilocycles, 50,000 watts, American 
affiltate. Represented by John Blatr 
and Company. 
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EMPHASIS ON PROGRAMING 

1 sincerely believe that your piibiica- 
tion is definitely one of the best in 
the entire field. I say this particularly 
with the thought in mind that sponsor 
devotes a considerable amount of thought 
and attention to the all important item 
of programing. 

Your criticisms, your suggestions and 
your stories are all tops in my estimation, 
and I should like to take this opportunity 
of congratulating you and your staff on 
the very fine job accomphshed. 
Do.MAi.ii Cooke 
Ihmld Cooke, Inc. 



A RESEARCH AMEN 

Amen to the items "plenty of figures 
few use available research" and "wanted 
research" in July sponsor. 

The value of tools is in their use. That 
research is not being used to its full 
advantage deserves editorial recognition. 
Philip Frank 
Executive Secretary 
Broadcast MeasuremeiU Bureau 



IT'S A REGULAR FEATURE 

1 wonder if you can supply me with 
a list of radio programs which are cur- 
rently using "giveaways"? 

Bernard M. Kli.man 
Director of Advertising 
Gruai Watch ComfKiny 

>■ Contests and Glve-dWdys^dre listed In chdii 
form in every issue of SkONSOS. 



ESPECIALLY FOR HOOPER? 

What you did in your July issue of 
SPONSOR may or may not be good pub- 
lishing because there are probably not 
enough other people like me. But for the 
first time 1 have had the experience of 
picking up a publication the contents of 
which, from cover to cover, impressed 
me as having been prepared for me and 
me alone. 

Congratulations on what 1 think many 
others will agree is the finest issue of 
SPONSOR to date. 

C. E. Hooper 
Prcsitfi'ii/ 

C. E. Hooper, Inc. 
{Please turn to [^agc 6) 



i\orlh Caroliiurs 

Fa iforile Former ! 




HARVEY DINKINS 

Who was recently awarded the 
Distinguithed Service Citation for 
1946 by the North Carolina Farm 
Bureau Federation for his outstand- 
ing contribution to farmers in 
North Carolina. 

Harvey Dinkins' hayfield flavored 
comments in his"News and Views" 
on the Piedmont Farm Program, 
broadcast daily over WSJS, exert 
d powerful influence on thousands 
of farm families throughout the 
rich Piedmont area of North Caro- 
lina and Southwest Virginia — 
another redson w/iy WSJS se//s 
the PiedmontI 



WSJS 

WINSTON-SALEM 

THE JOURNAL-SENTINELSTATION 



i\ H C 

Afliliole 

Represented by : 
HEADLEY-REED COMPANY 
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iViARTIN BLOCK 

AN UNBEATABLE TEAM! 




The MAKE BELIEVE BALLROOIiH 



Makes music for listeners/ 
money for advertisers. 
10-11:30 a. m« 5:35-7:30 p« m« 
Monday thru Saturday 

Ever since 1935 MARTIN BLOCK and the MAKE BELIEVE 
BALLROOM have been part of the pulsating life of this me- 
tropolis. They make hearts — ami merchandise — move faster! 

For more than 12 years the MAKE BELIEVE BALLROOM 
has been a New York show — tailored for New York listeners 
and custom-made for advertisers who want to sell them! It's a 
BIG show — and like all big shows it appeals to all ages! Hit 
tunes, top bands, new stars— you hear them all and you hear 
them first when MARTIN BLOCK entertains at the MAKE 
BELIEVE BALLROOM with two big performances daily, six 
days a week. 

Yes, he's No. I in the No. I Market! 

So listen to MARTIN BLOCK at his best -on the MAKE 
BELIEVE BALLROOM! 

Buy MARTIN BLOCK where he's biggest -on WNEW in 
Greater New York! 



' >f<!nted by 
B»r and Co. 
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ON YOUR 
DIAL 



SERVING NEW YORK AND NEW JERSEY 24 HOURS A DAY 



Hit Tunes for August 

(On Records) 



CASTANETS AND LACE 

Sammy Kay.— Vie. S0-S345 

COME TO THE MARDI GRAS 



Andrew* SiJt«rJ— Dec. 



Dinning SiiUrt — Cap.* 



IT TAKES TIME aondon) 

B.„„y Goodma„-C.p. m_.^Lo.i. 3A,^^^^^ ,3B65 

I WONDER WHO'S KISSING HER NOW (m 

Danny K.y.-D.. .4, , 0_^^J.,,y C-^O^? wTy-nVK^H^Vic.' 



JUST AN OLD LOVE OF MINE (Ca.pwi Po-se) 



Billy Eck,.in.-MGMp,0043^.^ickFa,„„^^..^-^^^_^^, 



LOLITA LOPEZ e--) 

FftddyMirtin— Vic. S0.SS88 . Dinnins Siiltr.— Cap. 433 




,y_Mai.7S4e . Tommy Dofjty— Vic* 



MY ADOBE HACIENDA <" 
SMOKE! SMOKE! SMOKE! (Thai Cigarette) 

T„ Winiam^.-Ca.^4000^^^^^^^ ,,3 

STORY OF SORRENTO ) 

Buddy CI..V-Xavl.r Cusal-Col. 375071. iBobby Doyl.-Sis. 15079 

THERE'S THAT, LONELY FEELING^AGAIN 

u.l Mflnlvit— MGM 1003S . Conn«« Boiwell— Apollo 1064 
LouiVPrimI-Ma|.1145 . Ch.rli. Spi,ak-Vic. 50-5587 
Loui. Hrima ^Jj^,, c„|^Col. 37484 . Freddy Sl.w.rt-Cap 
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"IF I WERE A SPONSOR . . ." 

. . . I've been watching sponsor closely 
from the beginning and I thought I'd 
tell you that your current (July) issue 
is the best one yet. It has a tremendous 
amount of information in it and typo- 
graphically it's the best issue. If 1 were 
a sponsor — heaven forbid — I'm sure that 
1 wouldn't be without it. 

Paul Denis 
Radio Editor 
I\'ew York Posf 



CANADIAN COMMENT 
The July issue of sponsor is a knock' 

Howard Yeich 

J. Walter Thompson Co., Ltd. 

Tor on to 



SPOT FACTS 

1 was very much gratified to notice the 
terrific amount of space that you devoted 
to spot broadcasting in this issue (July). 
Too many trade papers these days seem 
to have forgotten that spot as an adver- 
tising medium in and of itself still exists 
and is growing and working effectively 
for advertisers. Our advertising has 
been pointing out these facts for many 
years, but it is pleasing also to see an 
industry paper of standing back up our 
story with facts. 

Wells H. Barnett, Jr. 
Sales Derelopmeiit Manager 
John Blair & Contpany 



TOOL FOR THE JOB 

1 am joining Henri, Hurst & McDonald 
as of next Monday fjuly 21). 1 know that 
1 am going to get a great kick out of the 
new job and 1 am sure 1 am going to need 
the information contained in sponsor, 
more so than ever before. You'd better 
tell your circulation department to put 
me down for a two-year subscription and 
have same sent to my attention at the 
agency. George Roesler 

► Mr. Roesler is now chief limebuyer for 
Henri, HursS & McDonald, Chicago. 

A CHALLENGE I 
1 challenge you to keep it up! Every 
month's edition seems to out-distance the 
previous one; and for our money, the 
July issue is a real humdinger. 

Those maps about BMB coverage by 
the Networks were of real interest — and 
such an edition will remain close at hand 
for a long time to come. 

E. P. j. Shurick 
Free and Peters 
{Please turn to page 8) 
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Mr. Sponsor: 




William M. ICaiuscy'' 



Director of Radio, Procter & Gamble 

Radio's number one sponsor is P&G, and Bill Ramsey's job is 
that of supervising the soap firm's multimillion-dollar 
broadcasting activities. Few men in radio have more responsible 
jobs. Last year, P&G plunked $17,319,744 on radio's barrelhead 
(as compared to $4,684,000 in magazines) to air-sell a dozen 
different P&G products via 20 shows on three networks, plus 
extensive spot campaigns. 

P&G is radio's most satisfied long-term advertiser. Radio has 
sold oceans of P&G soap, but when they first went on the air back 
in 1923 on WEAF (now WNBC) they sold not soap but Crisco, 
with the Crisco Cooking Talks. Seven years later. Bill Ramsey, 
fresh out of Compton's copy department, Joined P&G's still 
fledgling radio department. There was a succession of household 
programs, but P&G garnered more experience than sales records. 

It was the daytime serial that made P&G the country's leading 
purveyor of soap. Bill Ramsey was a decisive factor in the birth 
of the first serial, a now-forgotten quickie named The Puddle 
Family. It did teach Ramsey that serials worked best when they 
played up the emotional angle. The result: Ma Perkins, oldest 
continuously-sponsored P&G program (1933). With soap operas 
as a backbone, P&G has branched into comedy (Lt/c o/ Riley), 
music (Kenny Baker, Jack Smith, Drene Show), audience partici- 
pation (Tom Brenneman, Truth or Consequences) and action- 
adventure {FBI in Peace and War). 

Ramsey is proud of his company and its many products, but 
he's modest about his own contributions. "We look upon radio," 
says Ramsey, "as the job of many men and women in our organi- 
zation and in our advertising agencies, so that if bouquets are to 
be handed around, they should go to many people and not to 
one man." 

* Seen iil left mugging with Tom Itreneman and Oftil Sntilh, /V G direcUa- of diiytime rad'o. 
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Only one other station in 
Washington has more 
ioyal listeners 

WWDC 

AM FM— The D. C. Independent 



BLOC 
ENTERTAINMENT 

'PRODUCES 
AUDIENCE- 

*DELIVERS 
SALES! 

Now — lowans relax and enjoy 
the programs of six KRNT and 
ABC network radio personalities 
all afternoon — one after the other. 
It's a continuous afternoon of 
music and fun. 

"Bloc Entertainment" has already 

won the morning hours in Des 
Moines, when KRNT has more 
listeners than all other stations 
combined!* 

Now — KRNT's program leader- 
ship extends throughout the day. 

Now — you can buy a ready- 
made audience. BUY KRNT. 

* C. E. Hooper, Inc., Station Liltcnins Index 
Aoril-May, 1947. 

Represented by 

THE KATZ AGENCY 

Member 

MID-STATES GROUP 



KRNT 

DES MOINES, IOWA 



BLOCK PROGRAMING 

I have just finished reading the article 
in the July issue of sponsor on block 
programing. 

Naturally, 1 was pleased at the mention 
given WNEB and w.ns also quite inter- 
ested to see that the format we are using 
is being used successfully by so many 
other stations around the country. 

In closing, might 1 say that all of us 
here at U'NEB thoroughly enjoy reading 
your informative articles from month to 
month. 

John J. Hurley 
General Manager 
WNEB, Worcester, Mass. 



VOL. I, NO. 9 

Please accept my heartiest congratu- 
lations for the outstanding issue which 
officially you ha\e labeled Volume I, 
No. 9. It has been interesting for me to 
watch the steady progress that you have 
made in producing this outstanding 
publication. 

P. A. SUGO 
Ceneral Manager 
WYK, Oklahoma City 

ADD: THE TELEWAyS LIST 

I was keenly disappointed to see that 
Teleways' shows were omitted from your 
Fall Facts issue. This no doubt was an 
oversight on our part due to the rush of 
business we have e.xperienced in the 
past 60 days. Believe me, I will appreciate 
your seeing that we receive a listing 
on our transcribed programs in youi 
excellent publication as I hold sponsor 
in high regard and feel that it fills an 
important mission in our industry. 

Charles A. Kennedy 

v/> — director oj sales 

Teleways Radio Productions, Inc. 

► l*ro(irams unllstet] werer 

snow .STAR 

**.Stranfte Will?.** Warren \Villi;inis 

**Sons of Pioneers** liob .Nolan 

**Moon Dreams*' Marvin Miller 
**liarnyard Jamboree'* "Hound lioy" JefTries 

".\ndy Devlne .Sho"" .\ndy Devine 



SPONSOR S Chicago Office 
Expanding its service, sponsor 
opened a Chicago office on July 
28 at 410 N. Michigan Avenue. 
The telephone is Whitehall 3540. 
Kay Brown has been appointed 
Chicago manager. For many 
years Miss Brown was a time- 
buyer with Young & Rubicam, 
New York. 



'S A FACT, folks 

Our Farm Folks 

Garner Onto 
13.3 Per Cent of 

the Entire U.S. Gross 
Cash Farm Income 



IT'S A K.\CT ... the 1946 cross 
cas-h farm income for the \\ .N'.-W 
(H.MI{)ARi:.\ was $3,130,381,000.* 

IT'.S .\ FACT ... the 1946 Ero>s 
cash farm income for the I'nited 
States was $23,525,041,000 . . . and 
for the West North Central State-, 
$6,122,493,000. 

ri 'S A FACT ... the W N'A.X figure 
represents 13.3 per cent of the 
I'. S. total . . . and 51.13 per cent of 
the West N'orth Central States 
total. 

COI.D FACTS. VKS ... but thev 
should build a fire under the ad- 
vertiser who wants low-cost selling 
to families with substantial in- 
comes. (.And who doe-n't?) 

*.AI1 FiRures I"rom 1947 Salrs \tanage- 
mtnl •'Effective Buying Income," and 
BM B Report No. 1. 

WNAX l> available with 
KRNT and WMT a> lh« 
Mid-S(a(<> Croup. Alk th< 
^atx Agency for rates. 




WNAX 

SIOUX CITY •YANKTON 



new and renew 
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PROGRAM, start, duMtion 



niatz Brewing Co. 

Carter Products, Inc. 

Colfiate-Palmolive-Peet Co. 
Florida Citrus Commission 
Grove Laboratories. Inc. 

Mason Au Magenhelmer Co. 
National Biscuit Co. 
Standard Oil of Indiana 



Beer 

Carter's Little Liver 

Piils 
Halo Shampoo 
Fruits 

Grove's Cold Tablets 
4-\Vay Cold Tablets 
Candies 

Shredded Wheat 
Esso products 



Kastor, Farrcll, 10 

Chesley & Clifford 
Ted Bates 90-100 

Sherman & Marquette 75-90 



Benton & Bowles 
l>uane Jones 
J, D. Tarcher 
Moore & Ha mm 
McCann-Erickson 
McCann-Erickson 



!(> 

400-500 
100 
20-30 
150 
10 



Transcribed announcements; Jul 15; 13 wks 

l^anscribed announcements; Auf^ 4; 52 wks 

Transcribed announcements; Jul 14; 26 wks 
Transcribed breaks; Aug 1-, indefinite 
Transcribed announcements; Sep 30; seasonal 
Transcribed announcements; .Sep 30; seasonal 
Transcribed announcements; Aug 11; 13 wks 
Local 15-min musical clocks; Sep 8; 13 wks 
Live college and pro football games; Sep 15; season 




SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, start, duraHon 



'* i 



America's Future. Inc. 
II. C. Cole Milling Co. 
Curtis Circulation Co. 
Drackett Co. 
Ford Motor Co. 
Pharmaco, Inc. 



Standard Oil of Calif. 



Swift & Co. 
TonI, Inc. 



Gahagan & Turnbull 

Gardner 

BBD&O 

Y&R 

Kenyon & Eclthardt 
Ruthraufl & Ryan 



BBD&O 

J. Walter Thompson 
Foote, Cone & Belding 



Wilson Sporting Goods Co. 
♦Program name not known : 



MBS 300 (approx) Sam Pettengill; Sun 1-1 !l5 pm; Sep 7; 52 wks 
MBS 70 (approx) *Sun 3-3:30 pm; Oct 5; 52 wks 
ABC 229 Listening Post; 10:45-11 ami Aug 4; 52 wks 

ABC 167 Dorothy Kilgallen; Th 10:45-11 am; Sep 18; 52 wks 

NBC 161 Ford Theater: Sun 5-6 pm; Oct 5; 62 wks 

MBS 250 (approx) Jim Backus Show; Sun 9:30-10 pm; Sep 7; 52 wks 
MBS 250 (approx) Song of the Stranger; MWF 3:30-3:45 pm; Sep 29; 52 wks 
MBS 250 (approx) Mystery Show; Sun 8:30-9 pm; Sep 29; 52 wks 
NBC 23 Pacific Standard School Broadcast; Th 10-10:30 am pst Oct 9 
stations 

NDC 160 Archie Andrews; Sat 10:30-11 am; Aug 9; 52 w ks 
ABC 204 tLadies Be Seated; MTWTF 3:15-3:30 pm; to Mar 25, 1948 
(end of current contract) ) J J 
Torme Time; Sat 5:30-5:45 pm; Aug 2; 52 wks i i J J 
_ . - — . . Augl22 



All-star football game; Fri 9:30 to conclusion 



NBC 

United States Advertising MBS 
I as SPONSOR goes to press. tEspanded 

(Fifly-tiro weekt generally meant a tS-iceek contract icilh options for 3 taccesiive 13-week renewals. It't tuhjecl to enncellation at the end of any 13-week period} 



167 

400 (appro:) 
1 time only. 













SPONSOR 


AGENCY 


NET STATIONS 


PROGRAM, time, start, duration 





Dancer-Fitzfterald-Sample XBC 7 Pacific Fleetwood Lawton, News; MTWTF 7:lo-7:30 pm pst: 
) Jul 29 

- ■ ~ - - MBS 300 (approx) The Shadow; Sun 5-5:30 pm; Sep; 39 wks 1 



American Home Products Corp. 

(Whitehall Pharmacal Co. dlv, 
Delaware, Lackawancia & 

Western Goal Co. 
Kraft Foods Ck). 
Lewis-Howe 

Musical Digest Magazine 
Procter & Gamble 



Ruthraufl & Ryan 

J. Walter Thompson 
Roche, Williams & Cleary 
Kenyon & Eckhardt 
Compton 
Benton & Bowles 
Compton 

Dancer- Fitzgerald-Sample 



.NBC 


141 


XBC 


144 


ABC 


89 


ABC 


244 


ABC 


195 


CBS 


48 



Kraft Music Hall; Th 9-9:30 pm; Jul 24; 52 wks 
Date with Judy; Tu 8:30-9 pm; Oct 14; 52 wks ' ! 3 
Sunday Evening illour; Sun 8-9 pm; Oct 5; 39 wlcs =■] 
Breakfast in Hollywood; MTWTF 11-11:15 am; Jul,'! 
Welcome Stranger; MTWTF 12-12:30 pm; Jul 1 

*MTWTF 7-7:15 pm; Aug 25; 52 wks 





























SPONSOR AGENCY 


STATION 


PROGRAM (time, start, if set) 



Borden Co. 

Borg- Warner Corp. 

(Norge Div.) 
Botany Worsted Mills 

Bulova Watch Co. 

Conine Food & Products Co. 

Ghei Co. 

Detroit Edison Co. 

Elgin National Watch Co. 



Campbell-Ewald 



NBC lelay network 
WWJ-TV, Detroit 



Newscasts; Th 8:45-9 pm; Jul 10; 52 wks (n) 



Silberstein-Goldsmith WNBT, .New York 

WPTZ, Philadelphia 



Blow 
Packard 
Solis S. Cantor 
Campbell-Ewald 
J. Walter Thompson 



WCBS-TV. .New York 
WPTZ, Philadelphia 
WPTZ, Philadelphia 
WWJ-TV, Detroit 
WPTZ, Philadelphia 

KTLA, Hollyivood 



Weather signals; Jul 18; 13 wks (r) 
Weather signals; Th nights; Jul 24; 13 wks (n) 
Time signals, 4 weekly; Aug 18; 13 wks (r) 
Weather signals; Fri nights; Jul 14; 13 wks (n) 
Weather signals; Tu preceding baseball games; Jul 15; 13 wks (n) 
Newscasts; WF 8:45-9 pm; Jul 16; 13 wks (n) 
Time signals, before and after televised baseball games; Jul 5; 
13 wks (r) 

Time signals, twice weekly; Jun 7; 13 wks (n) 
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I*i)rd Mot€>r (^i. 

dniltfllllrON. 

(.'iiod lli>UNi* Stfiri'M. Inc. 

Crler.cdli'1'k llnifi. Cm* 

llydi* l*nrk llrvwlii)2 (.o. 



J. \V:.lnT Thompnon WC.IIS- I V. \»w York 



K'I'LA. llf>llywood 
WITZ. IMill.idclphIa 
WPTZ, Phlladt lphln 



Direct 

Julian G. Pullnck 
KuthniufT & R>'an 
(>:irdiicr 



Jlfly l*r<>UuciB Co. .Marlln & Andri-ws 

l.oo J. Moyliiris (^i. Direct 

Purity lliiki'ilca Y<iun|t <lc Kublcom 

Scam. Kmbuck * ('.<v. .Mayers 

TcldlMii ('n. Direct 

I'niiin Puclllc, and Chlcusii- CnpIeK 

Northwestern UnllroadA 

(Jointly) 

Wllf Ilruii. Appllaiicvs Philip Klein 



KSD-TV. St. I^uls 
KSI)-1 V, St. I.ouU 



WPTZ,. Philadelphia 
KTLA. llnllywood 
K.SD- I V. .St. iMul, 
KTLA. Hollywood 
WADD. New York 
\VBKH. Chicago 



WPTZ, Philadelphia 



Ford Parade of SpurtH; Madinon Siiuare Garden eventit: Jul 14; 
52 wk« (r) 

Olympic .Stadium »Testllne; Wed K:30 pm-close: Jul 2: 44 »ks (n) 
Handy Man; KrI 8:30-8:4.'> pm; Jul 18; I3wk8 (r) 
I.N'S Television News; 15-mln precedliiii baseball; Jun 1.^; 13 
wks (n) 

'•Sports Closeups.** precedes baseball cames; as per event; 
Heasoii (n) 

Man on the Street; MThF 4-4:30 nm; lo Feb '48 (n) 
Sports events, w-restllnft.'boxlnfi. nockey, etc.; an per event; (o 
Dec '47 (n) 

Ueatlier slenaln; Sun niehtn; Jul 13; 13 wks (n) 
I'llms. test patterns; MTW ITS 2-4 pm; Jul 1; 13 wks (r) 
Itrnwnf.. (Cardinals home fiames; 3 weekly; seaiwin (n) 
Time sIftnaU. I a week; Jul I ; 13 wks (n) 

Jerome Stadium bnilnii; Tu 9:30 pm-close; Jul 13; 13 uks (n) 
Streamliner Time; 15-mIn Tu nlithts; Jul 14; 13 wks (n) 

IN.S I'elevlslon News: 15-mln preceding evening program sched- 
ules; Jun 16; 13 wks (n) 



SPONSOR 



PRODUCT (oi swice) 



AGENCY 



Arizona Machinery Co., Pliocnix 

Chi<Mti*r A. llakiT ('o.. ItoKton 

IJcrry BrothcrH. Inc., IK'trolt 

Ilurdcn Co. (Special Products div.). New York. 

Capital Airlines, Wushlnfitoii. I>. 

Carter Products. Inc.. New York 



Heavy equipment distributor. . 

Baker*s All-Purpose Shampoo. 
Paints, varnishes. 

Feed supplements 

Air travel 

Arrld. 



(*eluti'X (k>rp.. Chicago . . 

Chlcii(<<i Bears 

Chlcafio Majestic. Inc.. Chicago 

Chirk- lt;ibbltt Industries. Inc. (Dr. True Dlv.), Boston . 

('Omnionwrulth Heating (^o., Pltt.>ibiirgh 

(>>otu*r llrewlnfi Co., Inc., Philadelphia 

Cumberland Brewing (^o., Cumberland. Md . . . 

Damerel-AIIIson Co., Covlna, Calif ^. . . 

Detroit Itrewliig (k>.. Detroit . . 

Druher Jewelers. New York 

Durneck Co.. I.os Angeles . . . 

Dynamic Elecrronlcs. New York, . - . 

Koderailon of Watch Manufacturers. Switzerland. . . , 
Klor.i .Mir, New York. . 

Ivin R. Ford. Inc.. McDonnugh, N. V 

(^Id I'urnliure Co,, Los Angeles 

Ilaniiell Foods. Inc.. New York 

Hull Ilrewing (io.. New Haven. Conn 

Janii Ilartdlvags. Inc., New York 

Kajol. Inc., .San I'mnclsco . 

Kellogg Co.. lumie Creek. 

Marieir.s Mquor & Wine New York 

Don Marlln .School of Radio Arts, Hollywood 

McCornikk & Co., Ilaliimore . 

Metaconi Products Co., New York 

Monroe Chemical Co.. Qulncy, III. (Mary T. Goldman 

<:«. dlv.) . . 

Oakland Lodge No. 324, Loyal Order of Moose, Oak- 

land. Cnllf. 

Pacific KxrN>rt Co.. Los Angeles . . 

Parkview Markets. Inc.. Cincinnati . . h . . . 

Perma-Nall C<>.. Ilurbank. Calif . . 

Plas'Tex Corp.. West Los Angeles . . . . 

Portland Symphonic Society. Portland. Ore... . . 

Procter & (*amble, Cincinnati 

Quick-Way Huuseliold Ih-oducts, Los Angeles 

Red Rock Bottling Co.. Bost<m . . 

Rose Jewelers, Baltimore 

San Jose Flight Agency. San Jose, Calif.. . 

II. Nt hechner & Son. Inc 

.Srrei'U Plays. Inc.. Hollywood. 

Special Foods Va\.. (^hica^o 

.Standard Itmnds. Inc.. .New York 



Insulating, building materials 

Pr<»feKsIonal football 

Records 

Dr. True*8 A. P. C. Tablets. ElUIr . 

Utility 

Cooper. Namar Heer 

Old Export Beer. 

D&A Orange Juice .... 

Oldbru Beer. . 

Jewelry 

Proprietary. ...... 

Radios, television, major appliances 

Watches 

Candles. . 

Ford Factory-Built Homes 

Retail furniture. . . . 

Pepcorn Chips 

Beer, ale, porter 

I landbags 

Gold Leaf Shampoo 

Animal feeds 

Liquors, wines 

Educational .... . 

Spices, extracts, teas. Insecticides. . . 

To be announced In September 



Hair dye. 



Institutional . 

Exporters . . . . 

Retail-owned wholesale grocer. 
Nail polish base. 
Plastic products 

Ck>ncerls 

Drene Shampoo . . . 

Cleansers, etc 

Red Rock Cola 

Jewelry 

Flight Instruction. . . 
Manufacturing furrier 
Motion picture producers 
Jay's Potato Chips. Popcorn . . 
Food products . m> 



Superbe Glove Ci».. Johnstown. N. Y 

Valley Flight System. San Bernardino. Calif. 

Vi-niuni Pilots Plan. Ventura. Calif 

Harry Waxman Co.. New York 

Wilson A Los .\ngeles 



Gloves ..... 
Packaged flight Instruction 
Packaged flight Instruction 
Magic Form Slips 

Smoked meats, dog.food, margarine 



..Advertising Counselors. Phoenix, for Cater- 
pillar, John Deere, etc., regional advertising 
. .ChamberN & Wlswell. Boston 
. . ZImmer-Keller. Detroit 
. . Kenyon & Eckhardt. New York 
. French & Preston, New York 
..Sullivan, StaufTer, Colwell & Bayles. New- 
York, for Canadian advertising of Arrld 

Rialne-Thompsnn. New York 

Robert Kahn. Chicago 
. Chapman. Chicago, for radio advertising 

Hoag & Provandle. Boston 
. VV. Karl Rothwell. Pittsburgh 

J. M. Korn. Philadelphia 
. .Leon S. Golnlck. Baltimore 

Western. Los Angeles, regional ad\*ertlsing 
. Marvin Hahn. Detroit 

Seldel. New York 

Robert B. Ralsbeck. Holb-Mood 

Mirshon-Garfield. New York 

Foote. C<me & Beldlng. New York 

Modern Merchandising. New York 

Barlow. Syracuse 

Allied. Los Angeles, regional advertising 
Raymond E. Nelson. New York 
Lindsay. New Haven 
Donahue & Coe. New York 
John M. Gallagher. San FranciKCo 
■ Klau-Van Pieierson-Dunlap. Milwaukee 
Lew Ka.shuk. New York 
. Robert B. Raisbeck, Hollywood 
Sullivan, StaufTer. Colwell A Ravles. New 
York 

..Mtomarl. New York 

IL M. Gross. Chicago 

Ad Fried. Oakland 
Michael Shore. Hollywood 
Leonard M. Slve. Cincinnati 
A. James Rouse. Los Angeles 
Smith. Bull & McCrecry. Hollywood 
.Short & Baum. Portland 
Compton. .New York. Cincinnati 
Abbott Kimball. Los .\ngeles 
Ford, Nichols A: Todd. Boston 
Leon S. Golnlck 
John Whitehead. Los Angeles 
5veldel. New York 
Buchanan. Beverly Mills 
Llebcr, Chicago 

l>ancer-Fitzgerald-5$ample. New York, for 
V-8 vegetable juice, catsup; Saratoga pork 
and beans 

Dorland. New York 

John Whitehead. Los Angeles 

John Whitehead. Los Angeles 

Hicks. New York 

Brisacher. Van .Norden, Los Angeles, for 
West Coast 



PeiAoH4tei QUcuufei. 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



llnrl II. It-.irkcr 
James M. BerenHon 

Roy Bernler 

R. Stewart Hoyd 

Stanley Bruckeii 
Robert II. Ciilvln 
Hurry R. Chapman 



.SIlex <'o., Hartford, Pacific Coast sales man.iger 
Ilelene (hirtis Industries. Inc.. Chicago, adver- 
tising director 
Miller Brewing Co,, Milwaukee, public relations 
director 

I.ennen & .Mitchell. New York, account executive 

Western Electric Co., New York, executive vp 
Illll-Behan Lumber C:o., St. Louis 
New England Confectionery Co., Cambridge, vp. 
director sales, advertising 



.Same. Los Angeles, Pacific Coast manager for II states 
International Laboratories. Chicago, general manager 

Same, head consolidated advertising, public relations dept. 

National Biscuit Co., New York, assistant advertising 

manager 
Same, [Iresldent 

Same, advertising, display manager 
Same, president • 



{Please turn to page 44) 



THE LISTENER'S DOLLAR! 




On CFRB, you reach more listeners . . . 
influence the spending of more dollars! 

Over the past twenty years of broadcasting in 
Ontario, this station has built up a large, 
loyal audience . . . 495,300 radio homes in the 
daytime and 534,670 at night* . . . more 
than any other Toronto station. 

And these radio homes are prospects for your 
goods. Proof? The satisfied advertisers 
who stay with CFRB year after year . . . 

On CFRB they — and many of them are retail 
stores who are in the best position to judge — 
get results. You can, too! 

* The Bureau of Broadcast Measurement 
Station Audience Report, 1946. Reprints 
containing complete BBM audience infor- 
mation by counties and measured cities 
free on request. 



mm 

TORONTO 



REPRESENTATIVES 

UNITED STATES 

Adam J, Young Jr. Incorporated 

CANADA 

All-Canada Radio Facilities Ltd: 



Looking forward to the next twenty years! 



INGS TO COME! 





LIQUID COAL Industrial scientists picture a new world in which you 
will find the average American firing his furnace and driving his automobile with LIQUID 
COAL. They say that coal is nothing more than Carbon and Hydrogen. You simply juggle 
carbon and hydrogen atoms around until you get them in the desirable form — in this case, 
the form of Liquid 0)al. 

Here at WSPD we are not exactly chemically minded. And as for juggling atoms, we'll 
stick to making charts on Hooper ratings. , W'c do, however, have one thing in common 
with the scientists. We, too, are striving to progress. We are constantly improving all 
phases of WSI'D's service to the listener so that we continue to be the most desirable medium 
of advertising in N. W. Ohio. 
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^^Blue Ribbon 

IT'S BLENDED...IT'S SPLENDID! 




Tine in EODIE CANTO! 7J„„. Nile ■•• M.i.C 



Eleven liiiiiclretl 
isiatioiis aii<l one 
network earry 
its iiiej^j^aifiie aeroNN nation 



Brewers, having learned their lesson 
during prohibition, use broadcasting in 
as clean a manner as any advertiser on 
the air. Only one brewer, Pabst Cor' 
poration, is a national radio advertiser, 
all the rest of the great brewing organiza- 
tions functioning on a regional or local 
basis. Regional and local adver- 
tising are admittedly prone to 
claim the world and a fence around it 
in advertising copy. Nevertheless, beer 
copy doesn't. 

Brewers spend more than 65 per cent 
of their ad-dollars for broadcast time and 
talent and although they're loath to 
state their reasons— why officially, off the 
record they state that through choice 
of program material they can direct 
their messages right at the man who 
likes to lift one. The Pabst network pro- 
gram is, of course, of general appeal — 



Eddie Cantor's following not being 
limited to beer drinkers— nor is the 
Pabst summer replacement, David Rose 
and Georgia Gibbs, horizontal in its 
audience. Rose and Gibbs doing a class 
musical presentation of general interest. 
Pabst, however, also buys baseball games, 
spots, and news programs for direct 
selling (not prestige) through its 400 
local distributors. Its agency (Warwick 
and Legler) must approve the time and 
program for the local shows and supplies 
commercial copy but the distributors pay 
the entire bill. (There is no advertising 
allowance.) In Metropolitan New York 
the distributor is Hoffman Beverage 
Company, a subsidiary of Pabst, and 
they sponsor the Giants baseball broad- 
casts (both home and out-of-town games) 
over WMCA. Hoffman also uses time on 
the games to sell its gingerale and other 



soft drinks which are distributed under 
the Hoffman name. The firm was ex- 
clusively a soft drink manufacturer before 
it handled Pabst Blue Ribbon Beer. 

Advertising is a major appropriation 
with practically all brewers, no brew 
having landed in the success column 
without a substantial advertising budget. 
The nationally-distributed (in quantity) 
brews are few in number — Anheuser- 
Busch, Schlitz, Blatz, and Pabst being 
the only truly national beers. But there 
are a great number of regional malt 
beverages that spend up in the hundred 
thousands annually for broadcasting. 
These include Acme, Ballantine, Falstaff, 
Griesedieck, Jax, R. & H., and Ruppert. 

Sports are aces with brewers, baseball 
being number one for the organizations 
which can afford them. Brewers are not 
only finding that baseball gets them 
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Ben Bernie (tisht) S'SS"^ Malt to popularity in the "sood old days." Jacic Benny helped 



mnlc enrs, but they arc discovering that 
sponsorship of baseball games gives them 
|X)int-of-sale advertising impact as well. 
A check'Up by a sponsor in 20 territories 
revealed that bars and grills displayed 
signs announcing the broadcasts of the 
games being sponsored by brewers. Even 
more potent point-of-sale material is the 
telecasting of sporting events. This 
brings a visual as well as an audible 
message right into the bar or grill and 
it's difficult indeed for the owner of a 
tavern not to carry a brew whose name 
is flashed before his patrons at regular 
intervals on the video screen. Estimates 
of the percentage of TV installations in 
places of business where beer is sold 
are as high as 30 per cent in New York, 
20 per cent in Chicago, and growing fast 
in Detroit and St. Louis. In the Motor 
City, Coebel sponsors the scanning of 
the Detroit Tigers, while Tivoli Brewing 
has spots on WWJ-TV. Griesedieck has 
a sports video shown on KSD-TV (St. 
Louis) and sponsors Cardinal games, 
while Peter Fox Brewng Co. pays the 
bills for a harness racing telecast on 
WBKB (Chicago). 

A lew of the more important baseball 
broadcast sponsors include Ballantine, 
Pabst (as tabbed before) and Acme. 
Where baseball is not available or out of 
the fmancial range of the hrewer, regular 
sportsca.<;ts arc very often underwritten, 
or newscasts arc purchased with the 
understanding that sporting results as 
part o( the news are a must. Newscasts 

BEER INDUSTRY CHART PAGES 16-17 



lead all other shows in the spo.vsor 
industry report on beer in this issue. 

Fifteen- and 30-minute transcribed 
dramas, with an accent on mysteries, are 
also important among programs spon- 
sored by brewers. The latter, however, 
have paid for time for everything from 
Easy Aces to Wayne King. King w'as 
sponsored by Miller High Life Beer in 
Chicago for 26 weeks. Near the end of 
the 26 weeks the brew decided on a 
budget cut. Before the final broadcast 
Peter Fox Brewing Company picked up 
the program and moved it to another 
station in Chicago. There was no time 
lost between tiie end of one sponsorship 
and the starting of another — a very 
unusual thing. It's contrary to tradition 
for a product to buy a program which 
has just been sponsored by a competing 
product. 

Tvpical of the brewery liking for 
mysteries is the sponsorship over KWK 
in St. Louis of three e. t. mysteries by 
H>de Park Beer {It's a Trai]satption 
Year, June sponsor), tn New York 
George Ehcrt Brewery, Inc., presents 
Afr«rt/cr at Midnight, while Rubsam & 
Horrman Brewing Company places its 
commercials on Boston Blackie. 

Pabst has the only long term record 
of network sponsorship in the beer field. 
With the exception of a special four-day 
broadcast of 1 lunter Boys on CBS, July 
I 4. 1930, Premier Pabst, as it was known 
b.ick in those days, made its big-time 
bow with the Old Maestro, Ben Bemie, 
on February 3, I03I. The program, with 
hiatus periods each sumn:er, ran for 



nearly five years with Bernie selling 
Blue Ribbon Malt. Bemie was radio's 
first feudist. Just as Allen ribs Jack 
Benny, Bob Hope razzes Crosby, and 
vice versa, just so did Walter Winchell 
and Ben Bemie conduct a can-^paign 
to "eliminate" each other— only more 
so. There was hardly a week that went 
by that Winchell didn't take Bemie 
apart in his column and Bernie didn't 
insult Winchell on his program. On the 
air from coast to coast, from New York 
Daily Mirror to Los Angeles Examiner, 
the Winchell-Bernie feud made listeners 
and readers, and sold "the mosta of the 
besta," good old Blue Ribbon Malt, for 
Pabst. 

During the daytime Pabst bought a 
variety program, Pabstette Varieties, to 
sell its cheese. The program ran from 
April 1931 through February 1932. 

With the retum of legal beer, the first 
brewer to rush to the webs to sell beer, 
aside from Pabst, was Shaeffer, cn NBC, 
according to John Johns of B. B. D. & 
O. The program started on WOR early 
in 1933 and switched to NBC in May 
1933. Abner Drury Brewing Company 
was also on NBC in May 1933 (three 
stations). Kreuger Brewing was on both 
NBC and CBS from early 1935 to March 
1938. Falstaff Beer was on what was 
then known as the Middle West NBC 
Red Network from 1936-1941. 

From 1936 to 1941 there seems to have 
been an unwritten policy on the part of 
the networks to bypass beer accounts. 

Pabst sells its advertising in trade papers 
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Is YOUR CASH RECISTER IN THE 1947 PROFIT PICTll 
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Patr&t biiests Mort Mutj To Mike bstancn Fff Ton Thii ti^ 09r ! 
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MBS took <i few but the others, unless 
committed by prior contract, just let 
tlie beer business go by. However it 
wasn't until March 27, 1943, that Pabst 
came back to the networks w'ith a big 
show. Blue Ribbon Toum, with Groucho 
Marx. Marx, unfortunately, has never 
seemed able to translate either his live- 
show personality or his screen personality 
to the microphone, and Pabst had a 
rapid succession of stars. They included 
Orson Welles (Mercury Summer Theater), 
Danny Kaye, Harry James, and a host 
of guest artists from Sinatra to Jack 
Benny. Big promotions with $1,000- 
plus prizes were used during this period 
but nothing happened that made War- 
wick and Legler or Pabst very happy — - 
the show just didn't make the Hooper 
"First Fifteen." 

In September 1946 Pabst bought the 
Eddie Cantor program on NBC, a long- 
time web show with an audience that 
wasn't at the Cantor top but nevertheless 
delivered a steady over- 10 rating. At 
its height this past season (March 6) it 
hit 19.7 which is a good audience for 
the present Cantor program price, said 
to be $20,000 but actually several 
thousand under that figure. 

Cantor s work for Pabst doesn't stop 
with straight commercials. He does a 
public service job for his sponsor as well. 
Cantor has worked material into his 
program on the Cancer Fund, Naval 
Reserve, March of Dimes, and any 
number of other "causes" — all of which 

"Summer re-placemenl" introduced to dealers 



\iid now-lune 26- 
^rBlueKibborv 



DAVID ROSE 



MIsT GEORGIA gTbBS 



NBC Network 
THURSDAYS 10:30 e.d.t. 

Jvii onm more proof thai 
Pobst invests more money to moke cus- 
tomers for you thon ony other brewer 
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IT'S BIENPED...IT'S SPLENDID!' 



Baseball and Pabst featured in local broadcests Point-of-sale calendar sells "team" and beer 



build respect for Pabst Blue Ribbon Beer 
— and for all brewers. 

Cantor's sponsorship of new talent and 
his many other healthy promotions have 
all built further acceptance for Pabst. 
The agency feels that during a season 
they reach 77 per cent of all radio homes 
with Cantor and that justifies a time 
(facilities) budget of over $700,000 and a 
talent budget of over $800,000 for the 
52 weeks. The facilities cost is subject to 
frequency and dollar volume discoun's 
which materially reduce this gross tiire 
charge figure. The talent price tag is not 
subject to discounts and is net. Thus 
network radio costs Pabst about $1,400,- 
000 a year. 

Pabst's sponsorship in the New York 
market during the 1947 season of the 
Giants games through its subsidiary and 
distributor, Hoffman Beverages, will 
cost over $100,000. There is the same 
promotional handling of these games that 
is notable with the Cantor program. 
Frank ie Frisch, who handles the play-by- 
play for Pabst, makes appearances at 
boys' clubs. He watches where he's 
seen — and does everything to keep Pabst 
and baseball clean. As an e.\-baseball 
star himself he has just the right approach 
to the game and lends both the sport and 
the beer industry the prestige they must 
have. Frisch, being an old-timer, makes 
special appearances at publicity-getting 
functions sponsored by Circus Saints and 
Sinners, Old-Timers Association, and 
other luncheon and dinner groups. During 
the current season a baseball book was 



offered on eight games — one announce- 
ment per game. The offer brought 20,000 
requests. They tied Eddie Cantor into 
baseball by posters and through his 
backing of Babe Ruth Day. 

Warwick and Legler furnishes six 
commercials for each game and 25 bits 
of ad-lib material. A home run is a 
Blue Ribbon drive. A double play may 
be a "blended splendid double play," 
to stress the present "blended splendid" 
line in all Pabst current advertising. No 
attempt is made to load the game with 
heavy-handed commercials but Frisch 
gets in many casual references to the 
product. They leave it to Frisch, as an 
old ball player, not to over-do a good 
thing. 

Currently there are 400 Pabst dis- 
tributors and over 300,000 dealers, the 
latter including thousands of grocers 
who sell Pabst Blue Ribbon bottled beer. 
Pabst doesn't forget that they have to 
tell the trade what they're doing. All 
the trade papers that reach purveyors of 
beer carry Pabst trade ads, two of which 
are reproduced in these pages — one a 
"round-up" of what Pabst does regularly 
and one a direct selling of the Pabst 
summer replacement program. Pabst 
feels that with its local distributors ac- 
centing the sports slant and its network 
show accenting mufic, it's blanketing the 
field. 

There's a general feeling that Pabst 
is carrying the malt brew's industry-wide 
burden. A study by a Princeton public 
(Please turn to page 48) 



AUGUST 1947 



15 



Monthly Tabulation ot Advenmng by Categories 



[ SfONSOR 


I AGENCY 


1 PRODUCT 


j PROGRAMS 


I SPOTS 


Acme Breweries, 
Sdn FrAncisco 


Brisacher, 
Van Norden, 
San Francisco 


Acme Beer 


Baseball games, 30-mjn e.t. shows, 
30-min e.t. dramas, live news and 
music shows, 20 stations 


Live and e.t. spots, 03 
stations 


American Brewing Co. 


Walker Savssy 
New Or'eins 


Regal Beer 


15-min live and e.t. programs in La., 

Fla., Miss., Ala. and Tex. 
Daily 15-min and weekly 30-min 
shows in New Orleans 





Atlanta beer a Ale 
Co., Atlanta 


Direct 


Ail. i.D Al 

Atlanta Beer, Ale 


Murder at Midnight (e.t.). In 10- 
10:30 pm, WGH (Norfolk), Sat 9- 
9:30 pm, WAGA (Atlanta) 





Peter Ballantine & 
Sons, Newark 


J. Walter Thompson, 
New York 


Ballantine's Beer 
and Ale 


Yankee Baseball Games (through sea- 
son), WINS (New York) 





Barbey'i, /nc, 
Philadelphia 


Gray & Rogers, 
Philadelphia 


Sunshine Beer 


E.t. music show, Tu 7:30-8 pm, 
WRAW (Reading) 


Live, e.t., spots, breaks, 
4 stations 


Berghoff Brewing Co., 
Chicago 


L. W. Ramsey, 
Chicago 


Berghoff Beer 


E.t. music, MTWTF 10:15-10:30 pm, 
WGL (Fort Wayne) 




Blatz Brewing Co., 
Milwaukee 


Kastor, Farrell, Chesley 
& Clifford, New York 


Blatz Pilsener Beer 




E.t. spots, 1 0 stations 


Bruckmartn Co., 
Cincinnati 


S. C. Baer, 
Cincinnati 


Bruck's Jubilee Beer 


Newscasts, MTWTFS 5:45-6 pm, 

WLAP (Lexington, Ky.) 
E.t. music, TTS 7:30-8 pm, WSAI 

(Cincinndti} 
E.t. music, MTWTFS 6:30-7 pm, 
WING (Dayton) 





Edward & John Burke, 
Ltd., New York 


McCann-Erickson 


Burke's Ale, Stout 


Murder at Midnight (e.t.), Fri 8:30-9 
pm, WGN (Chicago) 





Burkhardt Brewing 
Co., Cleveland 


Fuller & Smith & 
Ross, Cleveland 


Burkhardt Beer 


E.t. 1 5-min musicals, MTWTF, 4 Ohio 
stations 


Live spots, 4 stations 


Centlivre Brewing 
Corp., St. Louii 


Westhelmer, 
St. Louis 


Old Crown Beer and 
Ale 


1 5-30-min e.t. dramas, 3 stations 
Live 5-min newscasts, 1 station 


E.t. breaks, WHBU (An- 
derson, Ind.) 


Columbia Brewing Co., 
St. Louis 


Olian, St. Louis 


Alpen Brau Beer 


Live 1 5-min shows, MTWTF, 3 stations 


E.t. spots, breaks, 75 sta- 
tions 


Connedut Bottling 

Works, 
Ashtabula, Ohio 


Direct 


Old Dobbin Ale, 
Koehler's Beer 


Speaking of Sports, MTWTF 4:45- 
4 55 pm, WICA (Ashtabula) 




Dallas-Fort Worth 
Brewing Co., Dallas 


Grant, Dallas 


Bluebonnet Beer 




E.t. breaks, 6 stations 


Dawson Brewery, Inc., 
Boston 


Bresnick & Solomont, 
Boston 


Dawson's Beer and Ale 




1-min e.t. spots, 25 sta- 
tions 


Edelbrew Brewery, 
Inc., New York 


Roy S. Durstine, 
New York 


^OVlOlVW OWl 






George Ehret Brewery, 
Inc., New York 


Moore & Hamm, 
New York 


Ehret's Extra Beer 


Murder at Midnight (e.t.), Mon 1 0:30- 
11 pm, WJZ (New York) 




Falstaff Brewing Co., 
St. Louis 


Dancer-Fitzgerald- 
Sample, Chicago 


Falstaff Beer 


Live, e.t., musical variety shows, 
MWF 7:15-7:30 pm, repeat 10:15- 
10:30 pm, 6 Texas State Network 
stations 




Fesemeier Brewing Co., 
Huntington, W. Va. 


Direct 


West Virginia Beer 


Korn Kobblers (e.t.), 15-min MTWTF, 
WCHS (Charleston, W. Va.) 




Fitger Brewing Co., 
Duluth, Minn. 


Direct 


Nordlager, and Rex 
Imperial Dry Beer 


Live 15-min newscasts, 9 stations 


Live breaks, 9 stations 


Fitzgerald Bros. Brew- 
ing Co., Troy, N. Y. 


Hevenor, Albany 


Burgomaster Beer and 
Ale 


Live 15-min newscasts, 3 stations 




Fort Pitt Brewing 
Co., Pittsburgh 


BBD&O 


Fort Pitt Beer and Ale 


Tap Time, Tu 7:30-8 pm, 5 W. Va. 
stations 


Live spots, 5 stations 



Records, music, news, sports, 5 stations 



I si 



PI 



I 



i 



SPONSOR 


1 AGENCY 


1 PRODUCT 


1 PROGRAMS 


\ SPOTS 


Peter Fox Brewing 
Co., Chicago 


Jones-Frankle, 
Chicago 


Fox DeLuxe Beer 


Maywood Park Harness Racing, Sat 
8-11:15 pm, WBKB (Chicago) 




Genesee Brewing Co., 
Rochester 


Direct 


Genesee Beer, 1 2 
Horse Ale 


Live 15-min newscasts, WRNY (Roch 
ester) 


1 - rr 1 n spots, 14 stations 


Goebel Brewing Co., 
Detroit 


Brooke, Smith, French 
& Dorrance 


Goebel Beer 


Detroit Tigers Baseball Games, twice 

^,^^H., \Y/\Y/ 1 TV/ /r\ i •i\ 
weekly, wWJ-IV (Uetroit) 




Goetz Brewing Co., 
Kansas City 


Potts-Turnbull, 
Kansas City 


Country Club Beer 


Live musical, MTWTF, KCMO (Kan- 
sas City) 

Live newscasts, MTWTFS, FKEQ 

/C 1 1 • \ 
(bt. Louis) 





Griesedieck Bros. Co., 
St. Louis 


Ruthrauff & Ryan, 
St. Louis 


Griesedieck Beer 


Sports Closeups, Mon 7:30-7:50 pm, 

KSD-TV (St. Louis) 
Cardinals Baseball Games, 25 station 
network 





Is 9 f iJ9 K " fllW 

Houston 


Wilhel m-Laughlin- 
Wilson, Houston 


Grand Prize Beer 


women's shows, 8 Texas State Net- 
work stations 





Co., Chicago 


BBD&O, 
Chicago 


Meister Brau Beer 


WGN (Chicago) 




Hofffnein np vo faoo in 
(Pabst Brewing Co. 
Newark div.) 


Warwick & Legler 


Blue Ribbon Beer 


(through season), WMCA (New York) 




Hyde Park Brewing 
Co., St. Louis 


tnAr/ln or 
\JOt UN Vl , 

St. Louis 


Hyde Park Beer 


Live newscasts, recorded music, 30- 
min e.t. dramas, 14 stations 


Live breaks, 3 stations 


St. Louis 


/\ n f on oe>r 

St. Louis 


Jax Beer 


Live, e.t., music, newscasts, sports, 
quiz shows, e.t. dramas, 27 south- 
central stations 


E.t. spots, 7 stations 


Krueger Brewing Co., 
Newark 


Benton & Bowles, 
New York 


Krueger Beer 


Live sports, news, 5 stations. 15-min 
e.t. musicals, 8 stations 


Live spots, WGH (Nor- 
folk) 


Metz Brewing Co., 
Omaha, Nebr. 


Buchanan-Thomas 
Omaha 


Metz Jubilee Beer 


Live 5-lO-15-min newscasts, 22 sta- 
tions 


E.t. breaks, 22 stations 


Minneapolis Brewing 
Co., Minneapolis 


BBD&O, 
Minneapolis 


Grain Belt Beer 


Record shows, MTWTFS 11-12 midn, 
WMT (Cedar Rapids) 





Pabst Sales Co., 
Chicago 


Warwick & Legler, 
New York 


Pabst Blue Ribbon Beer 


Blue Ribbon Time,* Th 10:30-11 pm, 
144 stations (NBC) 





Piel Bros., 
New York 


William Esty, 
New York 


Piel's Light Beer 





1-min e.t. spots, 7 stations 


Progress Brewing Co., 
Oklahoma City 


George Knox, 
Oklahoma City 


Progress Beer 


Live newscasts, recorded music, 3 
Oklahoma stations 




Reinier Brewing Co., 
Los Angeles 


Buchanan, 
Los Ar.gsles 


Rainier Beer and Ale 




Live, e.t., spots, 1 7 sta- 
tion s 


Rubsam & Horrman 
Brewing Co. 
New York 


Paris & Peart 


R & H Beer 


Boston Blackie (e.t.). Wed 8:30-9 pm, 

WOR (New York) 
Live 5-min newscasts, WBAB (At- 
lantic City) 




Ruppert Brewery, Inc., 
New York 


Lennen & Mitchell, 
New York 


Ruppert Beer and Ale 


Live 5-1 0-1 5-min sportscasts, 7 sta- 
tions 


Live, e.t., spots, breaks, 8 
stations 


San Antonio Brewing 
Co., San Antonio 


Pitluk, 
San Antonio 


Pearl Beer 




E.t. breaks, 6 stations 


Adam Scheidt Brew- 
ing Co., Philadelphia 


Lawrence 1. Everling, 
Philadelphia 


Valley Forge and Prior 
Beer, Ram's Head Ale 


Live newscasts, sports, variety shows, 
8 stations 


Spots, 3 stations 


Terre Haute Brewing 
Co., Terre Haute, Ind. 


Poll yea, 
Terre Haute 


Champagne Velvet Beer 


Live 5-1 5-min newscasts, daily, 10 
stations 

Live variety show, MTWTF 11:45- 

12 n, WISH (Indianapolis) 
Recorded music. Sat 11-1 am, WFBM 
(Indianapolis) 


Live breaks, WEOA 
(Evansville) 


Tivoli Brewing Co., 
Utica, N. Y. 


McCann-Erickson, 
Detroit 


Altes Lager Beer 





Spots, film and live, WWJ- 
TV (Detroit) 


John F. Trommer, Inc., 
New York 


Federal, 
New York 


Trommer's Beer 


The Answer Man, MWF 7:15-7:30 
pm, WOR (New York) 


Live and e.t. spots, 7 
stations 


Utica Brewing Co. 
Detroit 


Direct 


r VI I <Jcnu7id owt ana 

Ale 


Live newscasts 2 stations 




West End Brewing 
Co., Utica, N. Y. 


Moser & Cotins 
Utica 


Utica Club Beer, Old 
English Ale 


Live music, news, sports variety 
shows, 4 stations 


Spots, breaks, 9 stations 


'Summer replacement for Eddie Cantor 



fmm 




MC Eddiz ChdS2 takes mike to his audience durirs his informal "Coffee Time" broadcast 

••riil'I'iM^ Tiiiii^*' |iri>vi^« Krisikl'si.si 
riiili I'liriiiiilsi Is ^imd siiiy |il2H*i^ 



Breakfast clubs where people rarely eat 
;ind cofTce sessions where there's no Java in 
which to dunk, have done more to lead 
listeners to the cash registers than any 
other form of a.m. programing. Two 
such programs, Breakfast Club with Don 
McN'e'M and Breakfast in Hollyuood with 
Tom Brencmap, gave the first indication 
(aside from Walter Winchell) that the 
Americrn Broadcasting Company net- 
work wTS a really effective sales medium. 

The coffee sessions of the Fitzgeralds 
(now WJZ), Dick and Dorothy (W'OR), 
and Bill Herson's Coffee with Caigress 
(WRC), are tjpical of hundreds of such 



programs throughout the nation that 
grab listeners' ears and hold them. Broad- 
casts like WEEI'S Breakfast in the Surrey 
Room (Boston) and Coffee Time at WurZ' 
burg's (WOOD, Grand Rapids) are typi- 
cal of locally pl.nnned and locally pro- 
duced successful "come and visit with us" 
shows. They not only rate with dialers 
but they are more often than not way 
behind in filling ticket requests. 

The programs commerc ally fall into 
two general classifications, the partici- 
pating shows with from four to nine spon- 
sors on erch broadcast or on a rotating 
basis, seme on one show and others on 



The cfisplays invite lair.p-buyins es the winner comes to the stase for presentation 






llillioiis 



subsequent airings; or they're like the 
WOOD presentation, sponsored by one 
firm which has a sufficient variety of 
products to keep the program entertain- 
ing. 

The Grand Rapids program although 
typical in its give-aways, mc, ' fashion 
editor," and pianist, wasn't develop)ed, as 
most breakfast shows are, by the station. 
It was a produced-to-order package, sug- 
gested by Oliver A. Wallace of Wallace- 
Lindeman, ad-agency counsel to Wurz- 
burg's (department store). Wurzburg's 
president, Fred G. Schocck, wanted 
something sp)ecial to celebrate the store's 
75th Anniversary. The occasion was to be 
a 365-day celebration. Thus, the program 
had to be a running feature which could 
be a vehicle for store-wide promotions and 
special sales events which the store was 
planning. 

Since the store has a restaurant, the 
Campau Room, which wasn't used in 
the morning, it just cried out for a break' 
fast club idea (they call it "coff'ee time " 
in Michigan). By throwing the room 
open to guests a half hour before the store 
opens (the broadcast is 10 10:15 a.m.) 
prospective customers are brought in for 
the broadcajt, and a good part of the 
audience spends the rest of the day shop- 
ping in Wurzburg's. It's an inducement 
for out-of-towners to visit the store and 
although it's bt-en an advertising feature 
only since February, in five months it 
brought into the store more customers 
who had ne\er been there before, than had 
made first-time purchases in the store in 
any one previous eight-month period in 
its 75-year history. 

Unlike most "breakfast" broadcasts, 
they serve- actually ser\'e — colfce on 
Coffee Time at U'lirrfcur^'s. Members of 
1 Please tun\ to [^age 45) 
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SPONSOR 



A 



3 Great Salesmen ... 2 Great Shows 




At left, Joe Gentile, and Ralph Binge, extreme right, stars of The Early Morning Frolic, plan 
a comedy routine with Eddie Chase, center, creator of the famous Make Believe Ballroom. 



* EARLY MORNING FROLIC 

From 6 to 9 mornings, daily, Hajijjy Joe and Raljih do a great soiling 
job on this CKI^W miisic-and-comedy sliow that's an institution through- 
out the Detroit Area. 



★ MAKE BELIEVE BALLROOM 

WITH EDDIE CHASE 

A unique CKLW daily .and Sunday flaytinie disc show headlining Eddie 
Chase, Detroit's Tpp Radio Salesman. He pidls .a terrific listening 
audience and packs .a powerful selling waiioji. 



In the 
Detroit Area 
It's . . . 



CKLW 



5,000 Watts at 800 kc, Day and Night 

J. E. Campeau, AFanaging Director • Mutual System 
Adam J. Young, Jr., Inc., Natl. Rep. » Canadian Rep., H. N. Stovin & Co. 




A Family listens and records the stations they hear in a diary. It's Fun to be part oF a survey 

llinrics rov<-;<tl e»$»iciitinl audience liNtcniii^ 
lialiitN on loeal. regional and national shows 




America is a nation of guinea pigs. 
No other country in the world is sur- 
veyed from get-up to bedtime. Mr. and 
Mrs. America even permit their sleeping 
hours to be placed under the microscope 
on occasion. For this use-me-as-a- 
sample thinking, Gallup, Roper, Cros- 
ley, Hooper, and hundreds of other re- 
search men say, "Thank the Lord." It's 
the U. S. open door to how the nation 
thinks and lives. 

Most surveys interrupt consumer 
thinking only momentarily, being based 
upon a random-sample technique of some 
kind or other. Two types of radio re- 
search interrupt family lives regularly. 
They are the Nielsen audimeter (a de- 



This preliminary questionnaire enables Audience Surveys, Inc., to pre-select Diary study respondents for a general or specific audience report 



1 • l-fti yon liart' a rtuHtt, in irorkiti^ ortfi'r, 
in vifiir hintir? 




!£• II /irir uaiihl you say are some of the 
fhinfis ahiiiif ra*Ho firopraitis that you hke 
and ttitn't tikv? 





tl« f)tt an airrafif n rfkihn\ abuul huf 
iiinii* /i«iir.i Wo»M wiiir famify h'slrn to the 
ruihity ((.hvck iuif iti vach cuhtmn.) 

Diirinic lliiviiiiii- Diirinp F\rninfE 
(l«forr6P. M 1 (aflrr6P. M f 

tlijn 1 lioiir 

Mtuiti 1 liuiir 

2 lioiir» 

■1 liour* 

-I tiour* 

^ liourft 

0\rr 'i liourn 

I >.i ni>l ll>lrll j| j11 



■I. fs (ficrr a (vfr/tfionc in your honw fiy(*'ti 
in ytfur faniify'i nantv'f 




I)aes tht' family have a rvfrigerator? 



^_ L—^H (fleitrir or gaB>- 




lrc-bo\- 
N one- 



It. i}of> thi' fattiily have a car? 
No 

1( liovt iiuns ? 
Uliji nuke? 




W'lidt \ear? 



// W'.^, is thvrv a radio in narking orifer in 
the car? 



T. II /i«f niaf:azinvt d*tv>. stntr faniHy read 
rvgitiariy? 




n. \\ hat IS r/ic occupation of the head of 
the home? 




Education of the ht'od of the house? (Check 
one.) 

CrjDimjr •( liool 

^om- hifsli hchool 
Ooniplcrted Iiifrli ediool 

i>ome collee*. — 

Please check here the education of other 
faniify members uho are over 25 wan old. 

Grammar wliool 
Some li'iili (^liool 
Complrlcd hiph M-lioot 

Some coMepf — ■ 
Complfird collcfr — 




!K Hou many are there in 
your faniify, including _ 
youneff, Hving at home '^^jTlflS^ S 

nou ? 1—1 f:' 



lO* //oir ohi are the members of your fam- 
iiy? Put a check in the proper box for each 
person. 

Aft^ M*Ic Female 

VnJrr S 

6-11 

1M8 

|<>.25 

2&-J5 

36.45 
4(»hS 

6^ jnd o^rr = 



Copyrii:ht .Xuiirtrrf "^urreys. Inc. 
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Tell k\r in Diaries 



vice installed inside a home radio set to 
record that set's minute-by-minute tun- 
ing) and the diary. The diary (in radio 
research) is a printed booklet in which 
the family lists its radio listening for one 
week, by l5-minute periods^. Per re- 
spondent (a diary-keeper) the diary is 
the least costly of all radio research. A 
diary kept by one family (or a member 
of a family) may cost as little as $10.00 
or as much as $40.00, depending upon 
just how much information is desired in 
the report. If a coincidental telephone 
survey as complete as a diary were made 
for the same period as that covered by a 
diary it would cost $22.40 for phone calls* 
(assuming cost per call to be five cents). 



Keeping a diary is a thrilling experi- 
ence for most families which do so. The 
forms reduce writing to a minimum and 
today the diary hangs on the front of 
many radio receivers whose record of 
usage is to be kept. (If it's a multiple- 
set family there's a diary for each radio 
in the home.) 

Each family receives a gift at the con- 
clusion of its diary-keeping but surpris- 
ingly enough it's apparently not the gift 
that inspires the diary-keeping but the 
fact that the family has been chosen 
from all the great radio audience to help 
determine program service and popu- 
larity. It's an honor in their minds. 
Indicative of this is the number of times 



a research man will hear from members 
of a radio audience, "I've never had a 
telephone call asking me to what pro- 
gram I was listening." 

Diaries reveal little n¥tre than Niel- 
sen's audimeter except that they do 
indicate the number of times a receiver 
is turned on when there's actually no 
one listening (see sample diary page). It 
also reveals audience compiosition num- 
ber of men, women, and children (the 
latter in two age groups) listening to 
each program. However, it does not 
indicate the less-than-fivc-minute-pro- 
gram listening. There are some research 
men who contend that a diary hanging 
{Please turn to page 46) 



Two days of a typical family diary. This Is from a listener in Hartford, Conn. 



It shows one home's listening and how audience composition changes 



ENIER THE DATE MEREj 




«EFOtE YOU 5IA«T THE DIAUT fO« THE 
o. Thli poga i, o record of liiirning on Pridoy. 
b. Eo<h qwon«r hour it morktd either "OFF" or 'ON", 
ft If the quorter howr It morked ' ON" the coll letter* 
of the itetton liiiened to ore entered. 



NEXTDAT, PIEA5E CHECK TO 5EE THAT: 

d. The number of people liitening (men. women, chil- 
dren oge 13-18. ond children oge 5-11) it entered 
when the rodio it Qn. 



ENTED THE DATE HEIE 




KEFORE YOU START THE DIARY FOR THE 
Thii pogr il o frcord of littrning on 5aturdoy. 
. Eoch qwort«f howf I* mOffc*d either "OFF" or "ON ' 
If the quorter howr \\ marWed "ON"' th« eOll leiieri 
of the tiotion liltened to ore entered 



NEXT DAY, nLA5E CHECK TO 5EE THAT; 

d Th» number of peopi* liitening (men. women, chif- 
dren oge I 3.18. ond children oge 511} r% enierrd 
when the rodiO it on. 
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Hey, bub, you'veli 




dropped something! 



THE Other day a certain network (let's call 
it network "B") published some special 
ru ithmetic about its national circulation based on 
H^JH data. It counted only those listeners to its 
iicEwork who lived in areas where 75% of the 
radio fafnilies listened to network "B" at least 
yiico a week. And it did the same for the other 
nerworks. 

It dropped out all listeners in all other areas. 

It dropped out listeners, for instance, in New 
York City, the largest in the nation. 

— In New York City no station reaches the 75% 
level in the daytime. (Oddly enough, in sell- 
ing its New York station, network "B" bases its 
argument on a 50% -or -better level.) 

It dropped out listeners, for instance, in Phila- 
delphia, the third largest city in the nation. 

— In Philadelphia CBS is the only network that 
reaches the 75% level in the daytime. 

Why did network "B" so casually disenfran- 
chise the da\'time listeners in New York and 
Philadelphia? BMB defines circulation as the 
number of families listening in all areas above 
10% . It must be fairly obvious that circulation is 
circulation —to/; // exists. Circulation is all 
iisl£-f!ers — at the 35% level, the 50%; level, the 
90%. level. 

Could it be that network "B" was straining for 
a lead out of all proper proportion? 

Why strain? 

BMB data offer a perfectly valid (and perhaps 
far more useful) basis for measuring the poten- 
tial audience a network delivers. It can properK' 
be called a measurement of effective coverage, 
and is readily defined as all radio families in areas 
where 50-to-I007^ listen. 

This particular level stems from the fact that 
virtually all stations effectively cover their home 



cities. And BMB itself established that 92% of 
all stations attain the 50-100% level in their 
home cities. This level provides the traditional 
yardstick used by broadcasters to reveal their 
potential value to advertisers. 

This level includes the listeners in New York 
City and Philadelphia which network "B" 
blandly chose to drop. 

By this yardstick of effective coverage you 
obtain quite a different picture . . . quite a different 
relationship between the four networks from the 
one calculated by network "B", 

Here's what \'ou really get: 



EFFECTIVE NETWORK COVERAGE* 


Nighttime Radio Families 




m 


12.4 00.1 £0 ■ 




NETWORK -T 


33.IC9.32I1 





NETWOUK'T is,sii,T30 



NETVaRK"D" n.2i\.m 



Daytime Radio Families 



NETWORK "B" 3M5im 

NETWm^^^^^^^TmZa^B 



*)5.i.-ril oil li.MHSiiitK No.l coiKliictrilin NLirrli, 1946 .iinl |iri>jriiril 
to the BMB estimate of 33, 9V8, (1(10 U.S. radio hoines{January, 1946). 

You discover clearly— and perhaps for the first 
time — that CBS and network "B" are virtually 
on a par in their ability to supply effective cover- 
age of the U.S. radio market. 



The Columbia Broadcasting System 




How 

reaches that vital WOO 



J olins-Manvillc reaches 41,000,000 lis- 
teners a month through its CBS daily 
five-niinute newscast (8:55-9:00 p.m. 
est) . but only one out of 82 of these dialers 
is really important to J-M business. 
Tliafs because few of the 1,200 products 
in the J-M line are sold direct to the 
public, or even specified when Mr. and 
Mrs. Consumer buy or remodel a home. 
Moreover, a considerable part of the 
$100,000,000 business done by the cor- 
poration has nothing to do with the con- 
sumer but is designed for industrial 
application only. 

Johns-Manville's thinking is that it 
wants to reach 500,000 men: lumber men, 
architects, contractors, builders, and cor- 
poration executives in all fields. These 
are the men who actually specify the use 
of J-M products. That doesn't mean that 
Johns-Manville is unmindful of the effect 
of the buyer on builders, but rather that 
the number of consumers who build 
homes each year is small in comparison 
with the great number who listen to J-M 
newscasts, night after night. Among the 
41,000,000 rotating listeners J-M feels 
that it's reaching its vital 500,000. 

Johns-Manville spends roughly $800,- 
000 for its broadcasts, which cover the 52 
weeks of tlie year. It also spends more 
than half as much as this amount in trade 
papers ($425,000). And much of this 
trade paper copy is geared toward telling 
the distributor of Johns-Manville prod- 
ucts that the J-M line has been pre-sold 
to the public through radio. Actually, 
on every fifth broadcast or so the com- 
mercials on the program mention a J-M 
dealer by name, and a great deal of the 
trade paper copy is built around this 
bow to the construction and building 
supply industry. During the present 
pcri(xl when the building industry in 
general is being attacked on all sides, 
good-will is very important. Long before 
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0 our customers 

In the interest of jm>t€cling our customers in these 
days ef high prices, we will continue to adhere 
strictly to these seven principles: 

JU*r u butUifij; muauJ dcalrrv tfttx to continue to miLe rvcrt tSon vo rtdjte our 
# optmiflj cuus aad, »f kU cuno, CD pfKO rdtroing ooljr > bif mtim. 



Vr picdfre our fupport to the prognni ftj;htiog the rjiifitrt butlJin^ 
rru/kcT. 



3- 



5- 



7- 



^''e pkiif;c out tuppon lo the projcnin ai locinj (Nai tbtiae wown da^noj CD'tuiU 
or irtoodd Kave 6ni op]MrTunjT^ to otauA the butkiut^ nutcrub iniUhle 

% e brLevc thai the onJf thji «r an prutrri oat ouflcT today mJ toe ihr tuiufe 
o ti> ciiannuc lo utv our induetKC to Lccp tbe tttl bouvoj dLf«a lo ■ mtnuiKim. 
uid «e pled|;e thai *x »tU ncn even ctfon i^iitui the ih/car ui miiutoa kxaicd by 
the thura^ oi irurerub a.tJ the ibotiA^t oi tkJied Ubot 

p!c(j^ that * e will coatuiue ta Mknr i poLcy of franUy nrprorotuj to uut 
cusnxoen ihc tjualiry ot the produco «-e ue able lo^odcr io ihcx omo ^hes tfaere 
hkJi > ihon»fx of luotiard mainula. 

^ e. u tvuil tnerchaon. uuitnc the rapomtbiLr} oi krcptnf (ocuantly tbreaji of 
nrw- ije%elopa>eno in building tnatouli to prowtJc ^rcAta cvoooobo and beno bva- 
huxTj tn the haJduig and rrfoodeling H homa 

^'e p-ed^r ttut «e will (ontmue lo worl •idt irpwabk oMnuiicrurcn to a^oom- 
p iih ihcic h*MC obtrtTivo in the inicroo vi uuj tuaruom a/>d fut (he gmmX 
«'clf.ijT out mmniuuiy 



T/;/5 plaque can be displayed only by JohnS'Manville 
dealers who have officially endorsed the above principles 



I lit Ott»^> V, « *i-eO riOOR AM. BItl M( NIIV A SO TliF MW> \\ Tl liiSC to,t>»o.»t.o 

riOril A MOS-TIC ABOLT Till) MtlVIMINT ON TNI PAKT OI OIALIRS THKOLCIiOLT 
Tilt rntN'TKI TO rsOTlCT TMttll 4t^TOMfi« Wl t.SVITI VOI' TO LISTIS tN 
<BS M»wJ^i tkft^fk r,u^t 



2,500 lumber dealers display this pledge. Johns-Manville directs business to them. 

SPONSOR 



general consumer ill'will had snowballed 
to its present proportions johiis-Manville 
had promulgated a code of business praC' 
tices for this transient period (between 
war and peace) and sold over 2,500 lumber 
and building material dealers on operating 
under its seven pledges. Each of these 
dealers displays the pledge, which has 
been printed in plaque form, and Johns- 
Manville gives time on the air to inspiring 
consumer acceptance for the men who 
display and do business by this J-M code. 

Commercial time in a five-minute pro- 
gram is naturally limited, and neither the 
agency (J. Walter Thompson) nor the 
sponsor does anything to clutter up 
the program. They both realize that they 
have a very unusual spot, the only five- 
minute program on the networks in the 
mid-evening, and no one wants to keep 
it in good taste more than the men who 
pay the bills. 

Reason for the unique situation of a 
five-minute program's being open at the 
height of the listening hours, 8:55 p.m., 
has nothing to do with the sponsor. A 
few years ago CBS executives studying 
their program schedules realized that 
from 7 to 1 1 p.m. they had no newscasts. 
They further realized that with half-hour 
programs all through the evening, except 
for two 15-minute entertainment shows at 
7 and 7:15, there wasn't much oppor- 
tunity to get a news period on the air 
unless they did something drastic such as 
taking a half-hour period and making it 
available as a 25-minute program period 
and a five-minute newscast. CBS started 
the newscast sustaining, had Palmolive 
as a sponsor for a while, and in December 
1941 sold it to Johns-Man ville. From the 
listeners' point of view the period was 
made ear-worthy by Elmer Davis, who 
not only brought them up to date on the 
news at that hour but also made them 
feel that he was telling them, in that five 
minutes, what the news actually meant. 
When Mr. Davis was drafted for the 
Office of War Information, Cecil Brown 
took over, to be followed later by Bill 
Henry, who has held down the spot since 
September 1943 except for vacation 
periods when Ned Calmer or another 
newscaster has taken over. 

There isn't another broadcast period 
like it network-wise, although Esso's spot 
campaign does the same type of job with- 
out being in the enviable position (as J-M 
was during the 1946- 1947 season) ofbeing 
between such programs as Joan Davis and 
Lux Radio Theatre (Monday), Mel Blanc 
and Vox Pop (Tuesday), Dr. Christiaii 
and Frank Sinatra (Wednesday), F. B. I. 
in Peace and War and Dick Haymes 
(Thursday), Thin Man and Cinny Simms 
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Johns-Manville newscasts salute their jobbeis, 
and J-M merchandises the fact in trade papers 

'Friday), and Mayor oj the Town and 
Your Hit Parade (Saturday). 

The program has a quality of immedi- 
acy which only a live show like this can 
have. It is geared to handle any problem 
the moment that it .arises. For instance, 
when some West Coast builders began to 
criticize Johns-Manville as a "big eastern 
manufacturer in competition with local 
talent," J-M quickly employed a West 
Coast announcer to handle special copy 
for the Canst stressing the fact that Johns- 
Manville was a Pacific Coast manufac- 
turer with five plants in California. It 
took from June to December 1946 to 
correct the "rumor" situation; it would 
have taken several years if black-and- 
white advertising copy had been em- 
ployed to do the job.* 

The Manville part of the corporate 
title isn't exactly a pleasure for any adver- 
tising man, for Tommy Manville's play- 
boy scandals have made the name some- 
thing to laugh at with millions of 
consumers. Yet with practically no other 
form of consumer advertising (J-M spends 
about $80,000 in the class "shelter" 
mediums, like Country Gentleman) Johns- 
Manville still has public confidence. 

In a survey made by J. Walter Thomp- 
son in 21 cities, with 1,500 respondents, 
one out of every two consumers who 
stated any brand preference in the roofing 
materials field said Johns-Manville. In 
other fields the acceptance was even 
better. In home insulation 8 out of 10 
naming any brand said Johns-Manville. 
In the asbestos materials category Johns- 
Manville was mentioned 60 times as often 
as any other name. Sixty-seven per cent 
of the respondents mentioned brand 
preference and over 59 per cent said 
Johns-Manville, giving the rest of the 
field less than 8 per cent of consumer 
recognition to divide between them. If 
J . Walter Thompson's research figures are 
questioned because it is the agency 
handling the account, substantiation is 
found in a survey of home insulation 
materials made by the Wall Street 
Journal around the same time (late 
1946); the figures checked within the 
usual accepted margin of research error 
(plus or minus 2 per cent). 

. . . And Johns-Manville executives are 
perfectly willing to give radio its due. 
Advertising men generally go a bit 
further and give Bill Henry and the News 
at 8:55 p.m. est as much credit as the 
medium. 

*Time lhaiilvouUl have taken lo'get copy, ptanned, sel. 
placed, and effective. 
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Transcription Sales, 1 

115-117 W. HIGH STREET, SPRINGFIELD OHIO- PHONE: '-4^ 

New York 22, 130 E. 56 St. — Plaza 9-1446 






Singin' Sam Means 
Sales Success 



Singin' Sam is one of America's outstanding radio salesmen. "Sam" sings 
and sells his way into the hearts of millions of fans and new friends every day. 



Singin' Sam's songs will make your cash register sing with sales! This show 
fits every type of listener, w hich makes it the ideal program for any advertiser ! 




Please send more information on how Sinsin' Sam can sel' 
for me too: 

NAME 

STREET 

CITY 

STATE 

Mail to: TRANSCRIPTION SALES, INC, 

1 1 7 W. High Stre<rt, Springfield, Ohio 
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Radio's idea man: 



The field of packiigc show producing 
is the most liazardous in radio, 
livery year a number of young men with 
ideas leave agencies, networks, and sta- 
tions and new producing groups are born. 
And just as often as they arc born other 
producing groups quietly pass from the 
picture. There arc a few independent 
producers who have survived through the 
>cars. These are the men who own one 
or more packages that have become hits- 
standard programs on the networks, men 
like Phillips Lord, Hi Brown, Henry 
Souvaine, Ed Byron, Ted Collins, Lou 
Cowan, John Guedel, Frank Hummcrt, 
Ray Morgan, Carlton Morse, Bernard 
Prockter, Bernard L. Schubert, Carl 
Wester, John Clark (Transamcrican 
Broadcasting & Television Corporation). 
l£ven some of these frequently approach 
a new season with uothing available for 
sponsors. 

Most successful of the group of regulars 
is, of Course, Frank Hummert with his 
stable of daytime strips, a field in which 
Carl Wester, ex-Chicago and now Holly- 
wood, also has been successful. Produc- 
ing da>'timc shows that deliver satisfac- 
tory housewife audiences at a low cost is 
an assembly-line type of creative en- 
deavor. Building shows to broadcast five 
times a week within a price range of 



$2,000 to $3,000 means cost controls of 
the highest order. Too many and too 
long rehearsals can throw in the monkey 
wrench and even elaborate production re- 
quirements kill budgets. That's why the 
number of independent producers in the 
daytime field is very limited indeed. Pro- 
ducing limited-budget shows for evening 
broadcast is also a fine art — an art that is 
practiced by directors like Hi Brown, 
Ed Byron, Phillips Lord. Low-priced 
high-rated shows like Inner Sanctum and 
Mr. D. A. require a regular staff of free- 
lance writers, a knowledge of the abilities 
of a great number of actors, plus an 
ability to get the most out of people with 
whom the director is called upon towork. 

It's most unfortunate that there isn't 
more stability in the independent package 
producing field, for many of the most suc- 



cessful formulas now on the air were 
originated by packafit- pn.)ducers. 'I'ypicat 
of these arc U'e, the l^opiCt FBI in Peace 
and War, Aldrich Farttily, Double at 
Nothing, Hint HuttS, Lojif fianjer, One 
Man's Family, Sitpcrrtiati. Quit Kiih, 
People Are Funny, Exphring the L/n- 
known, and Injorinntivrt Ptense, 

It is possible, of cotirie, that the net- 
works' renewed emphasis on propram 
production may hypo idta production 
but thus far emph.isis hasn't bten on nei« 
formulas but merely on bitildinsj wifable 
commercial programs that arc cspected 
to develop good riudietiw r.iting* among 
network leaders. Ideas in stossor's tC' 
port in its Fall F\ic!i edition fjuly) of 
available network packages were hardly 
discernible althriugli network package 
program executives insist that ideas are 
welcome and will be ^i\cn every oppor- 
tunity. 

Agency men wfio have bought package 
programs from independent producers 
state that the advantai^ts iire rtuJiiercmiS- 
First there's the fact That the show 
belongs to the producer wlio has .1 per- 
sonal interest in making it ific ticst of its 
kind and works directly for the agency- 
Second, "It's like hiring a major program 
executive— only you pay only for the 
program and not extra for the super\'iwry 
employee." That's the way a major 
advertising agency executive explained 
the fact that his organization hadn't 
created a single program in its hisiori' 
but had purchased packages which were 
then further developed jointly by the 
package producer, client, and agency 
staffers. 

An important factor in the availability 
of independently-produced packages is tine 
fact that the program is not tied to any 
specific set of facilities as is the case witli 
a network package. Of course neither is 
an agency-produced program, but the 
number of agency-produced-and-orig- 
inated shows is small. The reason for 
this is simply that the agency is i he- 
sponsor's representative. It cannot build 
up a group of programs and have them on 
tap when an advertiser decides that he 
wants to go on the air. The agency starts 



WEMP Moves mm 

For ttti'Ke )(>iirs WIC.Ml' Iiik s<>r\'<'il Hi(> 22.'i.'*00 raiiiilics in its priiiiiiry urea. 
W c lin\c won !i lot <if wcll-cariicd iMurcN iiiiil arc daily adding new one.-;. 

New Programs do it . . . 

We rroiilcd iiiid sold iiiaiiv new loral priigrHius, such as "Hri'akfast with Ho!)." 
"Liidic's' ('liolrc" and "Lisli-n, .M) ('liildrcii " 

Promotion Helps it . . . 

\\p run rcsnliir sclicdiilcs in Ixitli Milwaukci- iii-wspapcrs Dash ("ards on Ihi- 
trolh'Ns and hiisscs an attraclivc "W IC.Ml' ListcniT" niaiia/.inr and a coniph'li- 
nionlhh separate Merchandiser Id (rrocers and drussists. 

Results Prove it . . . 

\ sin{: I'tfli'cii iiiiunlcs Monday tliroii^'li Friday, Milwaukee's Larfjcst l>r\ Cleaner 
o\er\\hehned liy results on two unusual lests. Using a li\e-niinulc newscast 
so\eral times daily, an Oil Company conducts successful direct sale campaign, 
l-arpesl Helail ."^lioe ."^lore huys W KM l'-de\ eloped juvenile prograiu and liiids 
new way lo .sell youngsliTS hi'lwei'n ages four and ten. 

$100,000 Will Improve it . . . 

\ new TnmsnulliT site and ULl-fool 'lower will increase coverajie 100 per cent. 

WEMP MiluMUiAee 

Basic Station 

AMERICAN BROADCASTING COMPANY 

Hu3h Boice, General Manaser 

NATIONAL REPRESENTATIVE: AVERY-KNODEL, INC. 

NEWyORKl. CHICAGO • SAN FRANCISCO • LOS ANGELES 
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dependent producer 



its operations for an advertiser after the 
fact. By its very nature it starts design- 
ing a program or shopping the field after 
the client has decided upon broadcasting 
as a medium. That's usually too late to 
start building a show for once it has been 
decided that an advertising campaign is 
necessary it must go into action quickly. 
Ordinarily the program selected must be 
able to deliver an audience as soon as it 
makes its debut. Programs can't be built 



under this kind of pressure, so agencies 
generally canvass the field when an order 
conies in and present a number of package 
programs to their client — or programs 
planned by one of the great artists' repre- 
sentative organizations, Music Corpora- 
tion of America, William Morris, General 
Artists Corporation, National Concert 
and Artists Corporation, and James L. 
Saphier. These talent reps build pro- 
grams which use the performers they 



showcase is not, except in a comparatively 
few cases, a saleable commodity, 
represent, realizing that talent without a 

Independent package producers have 
only one thing to sell shows. Naturally, 
therefore, they experiment, build sliowson 
speculation and keep a number of ideas 
on wax ready for an agency which needs a 
vehicle for a client. 

Some of the outstanding sponsored pro- 
grams that are still owned by independent 
producers include Diiffy's Tavern, Gang' 
busters, Reader's Digest of the Air, Corliss 
Archer, EUery Qiieen, and Screen Guild. 
Among the programs listed in the two- 
page tabulation of independent package 
program availabilities in this issue there 
are no doubt a numl>er of programs which 
may fall into the same classification as the 
above "successes," since the unattached 
producer usually comes up with the 
ideas. Remember Information Please, 
Truth or Consequences, and Life of Riley. 



Iiiclepeiicleiit Producer Live Program AvailalMlii ies 



TITLE ! 


TYPE 


APPEAL TIME AUDITION 


PRICE 


PRODUCER 


« TRIP TO HITLtND 1 


MUSir.\L 


1 WO.MEX 15 .MIN, 1-5 A WEEK i E.T. 
Jack Parker sings the songs of today and yesterday 




JACK PARKER 


«RM CHtIR SLEUTHS I 


AUDIE.N'CE 1 FA.MILY | 30 .MI.V, 1 A WEEK | LIVE | 
PARTICIPATION Mystery with a t«ist 




1 W. UIGGIE LEVIN 


«T HOME WITH FATE tNO 1 
ELLIOTT ROOSEVELT j 


INTERVIEW 


1 FAMILY 1 IS .MIN, I A WEEK | E.T. 
A guest prrsonality is entertained weekly at Hyde Park 




j KERMIT-RAYMOND CORP. 


BtRBER SHOP HARMONIES | 


MUSICAL 


1 FAMILY ! 13 MIN, 5 A WEEK ' E.T. | 
Well-known songs sung in barbershop— quartette stye 




1 LOUIS G. COWAN, INC. 


BRINGING UP JUNIOR 1 


INTERVIEW 


1 WO.MEN 1 15 MIN, 3 A WEEK | E.T. | 
Child guidance theme with distinguished guests 


$1500 


1 GAINSBOROUGH 


CAMPUS OUIZ 1 


QUIZ 


1 STUDENTS 1 30 MIN. 1 A WEEK | E.T. I 
Tu'o-man teams from two colleges compete in a quiz 




1 I. B. S.t 


COLLEGIATE PLAYHOUSE 


DRAMA 


1 ADULT 1 25 MIN, I A WEEK E.T. | 
Original and adapted dramas performed by college radio workshops 




1 I. B. S.1 


CROSSROAOS 


AUDIENCE . !■ \.\IILV ; 30 .MIN. 1 A WEEK 1 E,T 
PARTICIPATION 

Jury p<inel selected from audicoce determines solution of susp nse dramas 


J3U00 


GAINSBOROUGH 


CROSSROADS TO ADVENTURE 


DRA.MA 


1 FAMILY 30 MIN, lAWEEK | SCRIPT | 
Dramatized .adventures from the file of explorer Cyril Voti Baumann 


;33,SO 


1 VON BAUMANN 


DREAM STREET 


DRAMA ' FAMILY I 30MIN. lAWEEK | E.T S50U0 
.Mysterr, romance, adventure and comedy dramas appealing to dreamer m cveryon 


1 BASCH RADIO PRODUCTIONS 


FOX AND HOUNDS 


AlDlENCE 1 FAMILY 30 MIN ' LIVE 
PARTICIPATIO.^I 1 1 1 

The entire audience participates and shares the profits 




1 BASCH RADIO PRODUCTIONS 


FRONT STAGE CENTER 


DRAMA 


, FAMILY 1 15 MIX, 1-3 A WEEK I LIVE | 
One character one act plays 




1 W. BIGGIE LEVIN 


FRONTIER TOWN 


DRAMA 


i FAMILY 1 30 MIN, lAWEEK | LIVE | 
'"Suspense" — on a horse 


13500" 


1 JOHN GUEDEL 


GLEE CLUB 


MUSICAL 


1 STUDENTS 1 15 MIN, lAWEEK > E.T. . I 
Each week a different club sings tiie songs for which its college is famous 




1 I. B. S.t 


EDGAR A. GUEST 


FAMILY 1 FAMILY | 13 . MIN, 1-3-5 A WEEK | LIVE | 
PIIILOSOPHER Edgar Guest reads the back page, a few poems, a little philosophy 




1 W. BIGGIE LEVIN 


HOLLVWDOO QUIZ 


QUIZ 1 FAMILY | 30 MIN, lAWEEK ; E.T. | 

Average mo\'ie-goer matches wits with top movie personalities and regular panel 


1 LOUIS G. COWAN 


HODOOD HUNT 


DRAMA 


FA.MILY 1 15 MIN, 1 A WEEK ' LIVE | 
Origin and fallacies of superstitions explained in mystery play 




1 W. BIGGIE LEVIN 


HOT CLUB 


1 DISK JOCKEY 1 COLLEGE 1 30 .MIN, 1 A WEEK 1 E.T. I 
I STUDENTS I 1 
Jazz — classics and new releases spun by expert Joel Chaseman 




1 I. B. S.t 


1 WAS A CONVICT 


DRAMA 


1 FAMILY 1 30 MIN. lAWEEK | E.T. I 
An analysis of w'hat makes a criminal. Personal narration by ex-convicts 




1 LOUIS G. COWAN 


IF 1 HAD MV WAV 


INTERVIEW 


1 FAMILY 1 15 MIN. lAWEEK | LIVE 4 E.T. I 
The man in the street expresses his opinion on any conceivable subject 




1 ROY DE GROOT 
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INTEBCOIIECUTE fOOIB«ll c»MEi SPORTS , l AMIl.V COM n.ETK CAME E.T. 

riay-by-pluy b^uudca^t^ fnitn field; Kuniiiiutiofu aiid Brort-s of other Kuines between quurtfrii 



IT l UP 10 YOU 

LET! CO EXPLORING 

lEI 5 Pl»T REPORTER 

THE LIVES OF NICOL SMITH 
LUCKY ANNIVERSARY 

MEET MR MtCIC 

MELANIE HEOWICK, PSYCHIATRIST 
MENTAL MARATHON 
MOVIES ON THE MINO 



rouUM 



COI.LK.l'.K 30 MI.N'. I A WEEK E.T. 
STIDKN TS 

Puliel of studellt.1 ami Hell-kfiowii exin-rtH iliseuss l»:i.sie prublellLi m the news 



I. B. S.t 
I. B. .S.f 



Jl\E.\ll.K 



.■:cuil'r 



15 .MIN. 3 .\ WEEK 
30 WIS, I A WEEK 
Dniniatic quiz kksetl un exiilorililt uid KeOKraphy 



«i5j: J125CI VON BaU.MA.NN 



AlUlE.STI. 
I'AUTICH'ATIO.S 



KA.MIEY 



30 MI.V 



E.T. 



BASl ll RADIO PROUITTIO.SS 



How well did you liiiteu? I'Uy rf iK)rter uud te»t your iiieulaJ ear 



DllAMA 

True areouii 



ADILTS 15 30 MIN, I 3A WEEK I E.T. • C\I'LES CO.MPANY 

lU of fiiii(ii>tic experitnu-a ol a L' S. M-cn-t atfeiit In \'icliy, France, and f^iain 

WOM EN 



30 MIN. 5 A WEEK 



E.T 



At DIENCE 
PAKTICIPATlON 

Compete for weildiiiK aiiniven<ary f^ifLt in Htudio contest. Listeners aUo iu on gifti, uid fun 
DHA.MA 

DIIA.MA 

QllZ 



FA.Mll.Y I 30 MIN, 1 A WEEK E.T. i MOUO 

.Adventurer of Steve Wayne, professional luaRiclan and amateur detective 



LOl IS G. COWAN 



(lAlN.SHOROL'Gll 



FA.MILV 30MKN. l^WEEK SCRIPT .MEN. $3000 VON BA I" MANN 

"Spellbound" type of psychological drama with running central character 



. FA.MILV 30 MIN. I A WEEK E.T. J2S(X) | OAENSBOROIGH 

Quiz bn.sed on the st-veii lively arts, with a "ruaratliun race" on each show 



30 MIN. 1 A WEEK 



LIVE 



12500 



AlUIEXCE ! 
PARTICIPATION ' 

Ouiz team from studio audience battles movie industry team on star? and picture persoiialities 



GOTHAM RADIO PHODITTIONS 



MR UNKNOWN 
ON THE WIRE 



I DRA.MA 



FA.\I4LV 30 MIN, 1 A WEEK E.T. 

Low cost dramatic package. Personal narrative technique 



I LOl'lS G. COWAN 



E.T 



.SEWS COLLEGE 25 .\1 IN, 1 A WEEK 

STUDF'NTS . f i 

.News and human interest stories Kiveu feature treatment. On-the-spot narrative aud iiittn-iews 



I I. B. S.f 



PICK THE HITS 
RAOlO THEATER OF FAMOUS CUSSICS DKA.MA 
REMEMBER JUOY 



QUIZ WOMEN 15 .MIN, 1-0 A WEEK E.T. 

Listener wins cash prize if he sends a iciven list of three tunes in order of studio audience popularity 



IMPERIAL RADIO PRODUCTIONS 



FA.MILV 30MIN. lAWEEK E.T. $350CI I KERMlT-R.\VMOND CXJRP. 

K^idio adaptations of world's most fanintis writers of all time. Name guest star leads 



.MUSICAL 



E.T. 



. a)LLEGE 30 .MIN, 1 A WEEK 
I STt DENTS 

Torcliy songs by colleee star. Colleeiate stuff 



L B. S t 



RFO AMERICA 
SAFARI CLUB 
SAMMY THE liREAT 



FAR.M 
UKA.MA 
DRAMA 
Ql'IZ 



FA.MILV 30 MIN, lAWEEK E.T. 

Real dirt farmer:} speaking their minds in their own laiiguaee. 



I LOl'IS G. CX>« AN 



JI'\'i:NILE 15 MIN, 3 5 a WEEK SCRIPT 
Fictioriized diaman based on true stories of exploriuiE 



FA.MILV 30 MIN, 1 A W EEK LIVE 

Mystery with background of show business 



I (330J 



VO.N BaUMANN 



I W. BIGGIE LEVIN 



THE COLONEL'S LAOY 
THE SEVEN SEAS 
THE SONC TRAVELLER 
THE VIRGINIAN 
THE WORLO OF JACK lONOON 
HELENE SMITH AT THE WURLII2ER .MUSICAL 
SPORTS PARAOE 



WO.MEN I 30 MIN, I 5 A WEEK LU E 
Participation program for and by housewives, with Col. Stoopnagle 



I PAUL F. ADLEH 



DRAMA 
FOLK MISIC 
DRA.MA 
DKA.MA 



SPORTS 



FAMll.V 30 .MIN, 1 \ WEEK i L1\ E 

Series based on Kfeat sea literature of all time 



HOOO I GOTHA.M radio PRODlCTlftSS 



FA.MILV 15 .MIN. 1 A WEEK E.T. 

Folk songs, stories, and legeiid.-t from all over .\merica 



GAlNSBOROlGll 



FA.MILV 30 MIN, lAWEEK E.T. 

Series adapted from Owen Wister's famous novel of the same name 

FA.MILV 30 .MIN, 1 A WEEK LIVE 

Series based on the famous adventure stories of Jark London 

FA.MILV 30MIN, 5AWEEK E.T 

Five individual organ fornlata sponsonible by one or more sponsors 



LOl'lS G. COWAN 
GOTHAM RADIO PROULCTlONs 



J500 , HOLLYWOOD ASSOCUTE 
PRODUCERS 



15 .MIN. 1 A WEEK 



E.T. 



COLLEGE 

STUDENTS , 
Sports new s, eomnn-ntary, and interviews with player:}, coaeiies, and otlicials prominent in college sports 



1. B. S.t 



STARLING OF THE WHITE HOUSE 
SUBURBAN HEIGHTS 
TAKE MY AOVICE 

TELE TIME 

TOLO AT THE EXPLORERS- CLUB 
VOICES OF HISTORY 

wEEK.ENO IN NEW YORK 

WHAT 00 YOU THINK? 
WHAT YOU OOINC TONIGHT? 



DHA.MA I FAMILY | 30 MIN, 1 A WEEK .-iCRlPT 13500 

True experiences of the man whose Secret Service detail guarded five presidents 



PAUL F. ADLER 



I COMEDY . FA.MILV , 30 .MIN. 1 A W EEK E.T. • | CAPLES CO.MPANY 

Warm, human situation comedy hascd on famous Gluya^i Williams cartoons of same name 



E.T. 



AUDIENCE FAMILY , 30 .MIN, 1 A W EEK 

PARTICIPATION 1 I I 

Board of best children and auult contestants advises on listener domestic problems 



! »1500ft 



JOHN GUEDEL 



, QUIZ FAMILY , 15 .MIN, 1-6 A W EEK , E.T. I • i IMPERIAL R.\DIO PRODCCTIONS 

Listener wins prize if he gives correct time when telephoned. If he fails, jackpot increases until there is a winner 



DRAMA FAMILY 15-30 M IN, 1 A W EEK ! LI\ E 4 E.T. I 

\'iljhulmur Stefanition, noted .\rctir explorer, relates great stones of exploration 



ROY UE GROOT 



DOCUMENTARY | CXILLEGE | 25 .MIS. 1 A W EEK E.T. 

I STUDENTS I 
C'uniplcte background of major news events. Emphasizes significance by dramatizations and artual recordings 



N EWf 



COLLEGE lOMIN, lAWEEK E.T. 
STUDENTS I I 

Reports on what to do over week-end m .New York. Tips on restaunuits, shows, movies 



I I. B. S.« 

ugs 
. 1. B. tf.t 



.\DrLT.< 15 30 MIS I 

S-rirs b;iM-d oti ni(-ntal and psychic phcnotucn:) Ti 



n.\6Cll R.\DlO PRODUCTIONS 



rue cxpi'nencts 



INTKUVIKW FAMILY 15-30 MIN. 1-5 .\ WEKK LIVE 4 K.T, 

umuiid-tlic-towii qiii^i wiih {tortable »ire recorder show, liow jHopIc find eiilcrUinniciit 



ROY DK GROClT 



'Sitirc c<r.t» tin* vunahh* ili jR-ndiiiit oti l> jm- of prndurtioti ^notl»or dcsin-s. no figures arc given. 

t \v:ii]:iMr ovrr thf liitfrTiiHi inutc UritiiilcuttiitK ^v»trm iniiy. "This fiKiirf oiity for :* production kiiu star iiumr^. ffWith uuine f;uejU, I2o03. 
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Einplofees 



Lsiktii* RohitloiiK 
part of radio's 
eoiiiiiioreial job 

No matter what the primary objective 
of a commercial radio program, if it's 
doing a complete job it is also serving as 
an employee relations medium. It may 
be able to do this without prior planning 
but it functions best in selling manage' 
ment to labor when this isn't left to 
chance. And it isn't left to chance today 
by most intelligent users of the air. 

At one time unions looked upon any 
employee slant in a consumer broadcast 
as an attempt to build a company union 
but today most of them (AFL, CIO, and 
many independents) feel that anything 
that can be done to give stature to the 
working man is to be encouraged. U. S. 
Steel tributes during the George Hicks 
commentary on the Theatre Guild of the 
Air to employees with good safety 
records, to father-and-son and brother 
teams of workers, his salutes to men who 
have climbed up through the ranks, have 
definitely helped labor and management 
at practically all U. S. Steel plants, cover- 
ing over 250,000 employees. 

What goes out over the air is only part 
of the employee relations job. Bringing 
the broadcast program itself to em- 
ployees is also a vital factor in building a 
smooth- working production group. Both 
labor and management realize that law, 
unions, and management together can't 
build good morale — that not even a high 
base pay is the answer. A few malcon- 
tents can slow down a production line to 
the point of destroying an entire schedule. 
The big problem is to make everyone 
want to do his job, 

DuPont, Prudential Life Insurance, the 
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SUr Aulographs aie p<rt of a bro<dc<$t for employees. Here Iwo liltle girls meet Joseph Gotten 




U. S. Steel workers dressed up to see "Theater Guild of the Air" broadcast in Cleveland 
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electric light and power companies, as 
well as U. S. Steel, are just a few who 
travel their programs to their employees. 
Du Pont has taken Cavalcade of America 
to Wilmington, Newark, N. J., Charles- 
ton, W. Va., and Richmond, Va., where 
the rehearsals, broadcasts, and repeat 
airings were all seen by groups of du Pont 
employees. These personal appearances 
don't just happen. They're staged with 
plenty of show business acumen. In the 
lobby of the theaters from which they arc 
broadcast there are usually a number of 
displays to educate the du Pont working 
family on the number and nature of 
products which come from du Pont fac- 
tories since no one group of employees 
works on more than 5 per cent of the 
products that carry the du Pont trade- 
mark. To build employee respect for the 
products on which they and their fellow 
employees work is a keystone in achieving 
consumer acceptance. Emplo)'ees can't 
get that "our product" feeling unless they 
see the products. That's why when 
Cavalcade of America travels it carries 
with it a complete display of du Pont 
products from Duco to Nylon. 

Once the employees are in the audi- 
torium to witness rehearsal, broadcast, or 
repeat airing they arc entertained by a 
well-staged warm-up. The cast is intro- 
duced and production details explained, 
the sound man goes into a demonstration, 
and the star of the program (in Newark 
it was Joseph Gotten) docs a comedy 
routine with Bill Hamilton of the du Pont 
advertising department. Before the 
planned patter Hamilton makes a straight 
presentation on the whjs and wherefores 
of the Cavalcade and sells du Pont and 
the employees to the employee guests. 
The patter between the star and Hamilton 
is sprinkled with allusions to the plants 
whose workers are in the audience and to 
employees whom all the du Pont men and 
women in the area know. It's typical 
after-dinner speech stuff but the average 
working man and woman doesn't pet to 
many banquets, if any, during a lifetime. 
They just eat it up. 

Even if the entire framework for the 
broadcast weren't staged, many of the 
emplo>'ees would go away from a li\c 
broadcast exhilarated. Big network 
broadcasts in the flesh are not available 
regularly and it's a special occasion indeed 
when one comes to town, an occasion that 
builds better labor-management feeling 
all the way along the line. In the case of 
the du Pont-Ncwark broadcasts 60 per 
cent of all du Pont employees in the area 
requested tickets for the broadcasts or 
rehearsal and actual attendance figures 
exceeded 10,500. 

SPONSOR 




Chicaso's Medinah Temple audiiorium holds thousands but Sieel employees filled every seal for "their" program's presentation of "Golden Boy" 



There was some discussion prior to the 
broadcast of having a dinner for news- 
pafjer men,du Pont local executives, and 
visiting firemen, but that was vetoed 
because it would have detracted from the 
broadcast's being an employee gesture. A 
reserved section for important du Pont 
executives at the broadcast was also ruled 
out for the same reason. At the well- 
planned employee broadcasts, the 
Colonel's lady and Judy O'Grady sit next 
to one another and don't know the 
difference. 

That goes for the Theatre Guild of the 
Air's visits to Pittsburgh and Chicago for 
U. S. Steel as well as the Prudential 
Family Hour and Jack Berch's peregrina- 
tions for Prudential Life Insurance Com- 
pany of America. 

The employee relations job of a life 
insurance company differs from that of 
most other companies. Fifty per cent of 
their employees are salesmen, salesmen 
whose day-to-day income depends on 
actual sales. These men are hard to sell 
on any advertising medium. They still 
look upon the class Family Hour as the 
Prudential president's personal project. 
But Jack Berch is another matter. Berch 
talked with several thousand Prudential 



salesmen personally during the first three 
months he was on the air. He wanted 
them in the act. He made calls with 
them on prospects. Being an ex-tea-and- 
coffee salesman (Youngstown, Ohio) he 
considers himself Prudential's air-door- 
opener. One afternoon a week he still 
addresses a group of salesmen and his 
commercials are sent to all Prudential 
men before they are broadcast so the 
doorbell-ringers feel that the show is 
planned to help them. Jack Berch 
traveled last season and will travel this 
fall and winter again -and when the 
show travels the salesmen employees are 
never overlooked. 

Like the Family Hour, the Telephone 
Hour isn't in tune with what a great 
number of the Bell Telephone System 
(A. T. & T.) employees hear regularly. 
While the program always salutes the 
600,000 telephone company employees, 
the company is frank to admit that they 
don't expect much more than 20 per cent 
of the 600,000 ever to listen in to the 
broadcasts. Nevertheless there had to be 
some way in which the employees could 
be impressed with what the company was 
doing. So they filmed a typical Telephone 
Hour with Joseph Hoffman and made 



over 200 prints of the film (some 16mm 
and some 35mm). 

Now over 480,000 of the 600,000 em- 
ployees have seen the film and feel that 
the Telephone Hour is their program. 
The picture has as a matter of fact been 
seen by millions, because many local 
theater chains have run it as a short 
subject despite its commercial aspect, 
it's that good as entertainment. This is 
the most successful attempt thus far to 
film a broadcast show designed to reach 
the employee. Westinghouse and Ches- 
terfield tried the idea some years ago, but 
the results weren't as good, either as 
employee relations or entertainment or in 
their merchandising implications, as the 
Bell Telephone tie-up. 

While the employee side of broadcast 
advertising is important, agency men 
stress the fact that it must never be 
forgotten that a broadcast is, first and 
foremost, entertainment. The Aluminum 
Company of America tried to overcome 
both a negative labor policy and a nega- 
tive public relations job, both very evi- 
dent toward the end of the war, by 
presenting Lighted Windows, the story of 
an average American family in wartime. 
(Please turn to page 47) 
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C Br. Sponsor Isks... 



I 




••Siiiuiiiii <■<>lllllu'^<■ial^ arc cllici'ti vi'. i>iit <"aii l>c done 

~ IT* 

to rorrcet •^rowiii*; |>iil>Uc aiita<^oiiisiii to tliciii with- 



out (l<'stroviii<; tli<'ir srlliii*^ impart 



V"' 



Tho 



mas 



H. La 



Director Salts Promotion and Advertising 
Rexall Drug Company, Los Angeles 




Tlio 

;iiis\v<»rs 
Mr. l^iiiB<^ 



That's a rather 
difficult question 
to answer specific- 
ally. First, let me 
ask the sponsor a 
question. Who's 
to decide which 
singing commer- 
cials are accept- 
able and which are 
no/.' Make it two 
questions. Who will, or can, set a 
standard of what constitutes a listener- 
acceptable, commercially successful type 
of singing commercial, one that will 
correct or avert this "crisis" in the affairs 
of the advertising fraternity? The other 
fellow's opinion nijiy be as good as mine, 
it says here, but inasmuch as the other 
fellow's opinion hasn't been iisked, and 
mine has, I shall proceed to pontificate. 
Here's our fomiula: 

1. A simple tune. 2. Simple lyrics. 
3. Simple copy. 4. A smart basic idea or 
"gimmick" that will have "memory" 
value. 5. Keep spoken lines to a mini- 
mum and, so far as possible, incorfxjratc 
the "sell " into the lyrics. 6. Decide 
which major "benefits" of the product 
arc to be stressed. 7. Incorporate not 
more than three "benefits" in the lyrics 
of any one spot. 8. Select a simple tune 
(original or public domain) to fit lyrics. 
Tunc should be rhythmical; lyrics sing- 
able. lk)th should be easy to grasp when 
heard through the listener's loud speaker. 
9. If the nature of the product is such (or 
the sponsor thinks it is) that it would 



require a self-winding silver-tongued 
orator with lungs of brass to "expose" its 
merits, we'd hire a hall, not use spot 
radio. (We've had to hire no halls so far, 
thank you.) 10. Finally: Engage good 
talent. The best is none too good. 
Remember your singers are your sales- 
men. Don't "chisel. " You want singing 
spots that are "able": sing-able, like-able, 
memor-ablc. Be willing to pay well for 
them. If the spots arc appetizing to the 
ear, they'll be motivating to the mind. 
To sum up : 

Say it simply. 

Say it quick. 

Say it often. 

Make it stick. 
End of pontification. 

Chester H. Miller 
Director oj Radio 
Calkins & Holden 



The answer to 
the problem of 
keeping the sing- 
ing commercial up 
to par in sales im- 
pact rests squarely 
on the imagination 
and skill of the 
creator. 

Radio is, most 
unfortu nately , 
sheep-like in its trends. A whacking good 
musical spot by Pepsi-Cola caught the 
ears of the listener, and overnight every- 
body and his brother were doing jingles. 

Advertising men arc no exception to 
the rule when it comes tc being frustrated 
Poet Laureates - they're mjiybethe worst 
and the temptation to write a bit of 
doggrel verse is strong. A fev^' bars of 
music are added, giving the spot sound 
and fury but all too often signifying 
nothing. A "quickie" choral group 
records the thing— and the unhappy 
listeners rcjich for the switch. 

Bad material, bad performance, and 





bad production will make a bad spot- 
just as they will make a bad radio show. 
When the advertiser takes care to do the 
the job well, the listener will take the 
capsule without gagging. 

One suggestion - keep the number of 
sales-points down. Don't ask even the 
best lyricist and composer to include a 
word-picture of the founder and factory 
in twenty seconds. 

Do.sALD S. Shaw 
Vp and Radio Director 
Geyer, S'ewell & Ganger 

First, is it quite 
fair to attribute 
"growing public 
antagonism" to- 
ward all Jingles? 
Wouldn't it. be 
much fairer to say 
that there is grow- 
ing public antag- 
onism toward 
"thosejingles 
which are one hundred per cent adver- 
tising and zero per cent entertaining?" 

The jingle has proved very effective as 
an advertising tool for the simple reason 
that we are probably the most music- 
conscious nation in the world. Nhi.sic is 
one of our fundamental forms of enter- 
tainment. 

I fa jingle measures up jis a truly enter- 
taining song (or songlet) and, if it satisfies 
our national yen for words and music, it 
will be listened to, and, dej")cnding upon 
the degree of its cleverness, will be re- 
membered to a greater or lesser extent. 

However, wc must remember the 
psychologists' warnings that t!ie d stance 
between love and hate is less than the 
thickness of a piece of paper, and make 
our iingle.s really good. We must put 
real thought into them good ide.ns 
cleserly worded and not tr>' to get by 
with a jingle consisting of the name of 
the product plus a tested selling phrase 
set to just enough sixteenth notes to fit. 
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Ill my opinion, a clever commercial 
lyric matched with a g(X)d melody will 
not face "growing public antagonism" 
and will always carry a selling impact. 

Walter Ckaig 

Vp and Radio Director 

Benton & Bowles, Inc. 

The solution is 
better program- 
ing! I hope the 
movie version of 
The Hucksters 
(demonstrating 
spot radio at its 
worst) will not be 
taken too lightly 
by station man- 
agers, agencies, 

and their clients. 

In buying time for a network show, 
the agency and client look first at pro- 
gram adjacencies and the network in turn 
looks at the proposed show to insure good 
programing. 

Just one misplaced spot -jingle can 
cause a great loss to any network station's 
share of audience. Stations have been too 
anxious to sell spot-jingle time without 
actually knowing anything about the 
spot, other than the name of the sponsor. 

Recently we tested the use of our 
Listerine Tooth Paste J ingle as a replace- 
ment for the first live commercial on one 
of our locally-produced Quiz oj Tivo Cities 
.shows. We quickly expanded the "jingle" 
to all 26 markets because of the many 
favorable comments received from both 
management and listeners. The jingle 
proved to be a production impro/a.iunt 

The "singing commercial" has been a 
profitable enterprise to all concerned, but 
its sales impact will be greatly curtailed 
unless serious thought is given to proper 
programing. 

Ray H. Kremer 
Director oj Radio 
Lambert and Feasley, Inc. 

I disagree that 
singing commer- 
cials are gaining 
disfavor with the 
public. Dealing 
with a number of 
these musical spots 
in our own organ- 
ization, we have 
made a private 
survey in the field 
to get the actual viewpoint of Mr. Aver- 
age Layman. I foun J there is no growing 
public antagonism to singing commercials. 
(Please turn to page 48) 






IN THE HOLE 

// 




ON DECK 




AT BAT 



7:^ca THE SCORE! 

WFBM is 'way out in front, with 
twenty-five per cent more listeners in 
Indianapolis than our nearest com- 
petitor!* Twenty-five is a lot of per 
centum. 

And there are lots of people in the 
Indianapolis trading area — just a 
couple hundred thousand shy of two 
million people, according to a recent 
survey. City dwellers, suburbanites, 
small towners and farmers live within 
range of WFBM's transmitter. 

Reach the rich Central Indiana market 
effectively — through radio. Radio in 
Central Indiana means WFBM, basic 
outlet for the Columbia Broadcasting 
System and a regular visitor in Indiana 
homes for twenty-five years. 

♦Total riil*»il lime [lorioils, May-June ll<M>i)or listoniiiK index. 



WFBM 

INDIANAPOLIS 



BASIC AFFILIATE: Columbia Broadcasting System 
Represented Nationally by The Katz Agency 
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OUR PROMISE 
for JULY 



III J mic Kc wrote: " riic July I'ull l'a<'l.s h^diliiui uill|hc 
100% (l<'V(it<Ml to vital iiiioi-iiiatioii on spot. lU'twork. 

|>i'o<rraiiiiiig, iii<>r<-liaiulisiii<j; that sponsor and agcn<'y 
nee<l to <»n"tM'tiv<»lv use l>roa(l<-a.st a<lvertisini' 
tins fall. A nni(|nc <'oni|>en<iinni in rcadahle. 
nsoahle SPOiXSOK style. Von'll olierisli 

vonr <'oj)y. 'I'akc onr \vor<l lor that."' 



the 

promise 
fulfilled 



"For llic fir.-l liim- I Ikhc hail llic r\- 
|>rrifiir<- of pii'kiiifi up :\ piihlii iitioii tli<- 
fonlculs i>f whirli, friiiii fi>vi'r li> <M>\cr, 
Iiiipressol iiir as IkmUi^ lu-en prrparrfl 
for iiie aii<l iiio aloiir." 

C. E. Hooper 

C. E. Hooper, Inc. 

"K^o^) iiioiitli's seems li> »>iil- 

•lislaiiic the ^»r^^^^>lls one. For our 
iiioiiev I lie July issue is a real liiiiinliiifii-r 
. . . ami siirli an issue vill remain elose 
at liaiiil for a ion;: time to eonic." 

E. P. J. Shurick 
Free & Peters 

'•Yonr .Inlj Fai't.s issue is tlie l)est «ine of 
any trade paper at aM> one time. ^ on 
ileser>e hearty eoni:ratnlalions. I ean 
use ii eonph* extrii eopies." 

H. C. Wilder 

WSYR; 

*^i)n ni\ trip to ehiea<^o I useil yonr 
Spcnisor < lieek List (.Inl> issne) lo see 
liow we M«-re iloin;: willi onr raillo i>ro- 
n'.otion for "'I he Hi;; llreak."* 

Joe Leff 
Adam Hafs 



"The Jnlj issne of »»l*0.\SOI{ is a kijoek- 

Howard Yeigh 

J. Waller Thompson Co. 

. . niy lieartlest eon;:ra t niat ions on the 
ontiitanilin^ issue oilieially laheleil \'ol- 
iiine 1, .No. 9. I am eonfulent you haxe 
reeeixeil einnphuientary letters from all 
pliases of the radio inilnslrv." 

P. A. Sugg 
WKy 

"I vas ^-ratirieil to iiotiee the terrifie 
aiiiount of spaee thai yon ilevoted to 
spot hroadenstinj: in this issue (July). 
I do many trade papers these days seem 
to have forgotten that spot as an ad>er- 
lisinj; iiiedinm in ami of itself still exists 
inni is ;;r<ivinf; working; <'fl*eeti%"ely 

for .idxertiscrs. . . . it's pleasing also to 
see an industry paper of standing haek 
lip onr story vitli fiiels." 

Wells H. Barnett Jr. 

John Blair & Company 

our enrreiit issne (.Inly) is the best 
one >el. It has a treiiieii<loiis aiiioniil of 
information in it and typographically 
it's tin" hest. If I were a sponsor — heaven 
forhid — I v«<>iildn*t he witlioiil it." 

Paul Denis 
New York Post 



OUR PROMISE 
for SEPTEMBER 



III August we write: "SI*()i\S()l{ for Seplciiilx'r 

(NAIi Evaliialioii isi^uc) lepoiis to the iVAIi ui<'uil)eivslii|) 
on how sponsors aiul agencies regard llie Assoeialiou 

and its aelivilies. LOO s[>oii'<oi-s speak (heii- luiiids. 
For the first lliiie lliey tell what they think the N \l{ 

shouhl do, how it's doing. \ii issue o( 
iinniediale and histiii*; vahie. You can hank on (hat." 



A«l<iiliuiially, llie iVAH ImuI nation Issue will ciirr> a full roiiiplcineiil uf l>i^ fiicl.-s- 
aiul-fijjurcs stories. Sonic of these: the first AATIO.XVt IDE SI»OT PKOGKA.M 
DIRECTOR"^ ; the inside tliinkin<; of u top Wrnf: sponsor; report (one of series) 
on the first a<lvertisin<: ajieiiey department to coine under the SPONSOR niiero- 
seope; l>loek-pro<!ramin^ . . . what it'- doin-; for national s|M>t advertisers; '"In- 
suranee on the Air'*; the shifting ajieney seeiie. Puhlislied early in Septeinher, the 
NAH Evaluation Issue will also he distrihuted to delegates at the > AH (Convention. 




NAB EVALUATION Issue 



Advertising forms close 21 August 



FORJOE 

METROPOLITAN 
MARKET 
STATIONS 



WKAP 
KVET 

'WORL 
WFAK 
WTIP 
WSBC 

**WJBK 
KNUZ 
KWKW 
WNEX 
WHHM 
KARV 
WMIN 
WBNX 
WLOW 
WDAS 
WWSW 
KXLW 
KONO 
KUSN 
KEEN 
WWDC 
WHWL 
WTUX 



Mleiitow II 

\iistiii 

Hostoii 

Cliarlestoii, S. C. 

Cliarlcstoii, W. Va. 

Cliicago 

Detroit 

I loiistoii 

Los Angeles 

Macon 

Meinpliis 

Mesa -Phoenix 

Minn. -St. Paul 

New York 

Norfolk 

Philadelphia 

Pittsburgh 

St. Louis 

San Antonio 

.'^an Diego 

San Jose 

Wash., D. C. 

\N ilkes-Barre 



W^ilniiuffton 




• except in New York •* except in Chicago 

r nrjne Offices 

New York • Chicago • Philadelphia 
Pittsburgh • Washington* Baltimore 
Los Angeles • San Francisco 



RING 1HE BELL 

Radio Station KTUL, Tulsa, Oklahoma, 
Monday through Friday, 2 2:25 p.m. est 
PROGRAM: Tliis is a small'time version 
of the network program Beat the Band, 
which was last heard with Hildegarde. 
It's effective and moves with the impact 
of a coast'tO'Coaster. While the network 
program played to the studio audience, 
this program has members of the home 
audience use a postcard on which to list 
the tunes which they feel the cast in the 
studio can't either sing or play. Tlie 
success or failure of this formula depends 
basically on the ability of the mc and the 
musical "brains" to ad lib without sound- 
ing hammy. Jaek Alexander handles the 
mc chores well and the entire cast backs 
him up. The program never stops to take 
its breath and it's not only good enter- 
tainment but fine home audience partici- 
pation as well. If a dialer comes up with 
a song the cast can't play they ring the 
bell in the studio and send him $5.00. 
COMMERCIAL: Sponsors of this program 
are a cooperative group of merchants in a 
new Tulsa suburban district. Commer- 
cials revolve so that all the retailers are 
plugged during the week. Since the very 
spirit of the program is communal (every- 
body gets into the act) the sponsorship 
is ideal. 

TIME: The hour (2 p.m.) is practically 
perfect for this type of program althougli 
the competition is fairly stiff. Station 
KVOO has Pepper Young's Family and 
Right to Happiness, both top-rating soap 
operas. KOME has Dance Time and 
Jackie Hill, KFMJ has Along Broadway, 
and KAKC, Tip Top Tunes. 
PROMOTION: KTUL has given this 
program the promotional works, with 
taxi posters, billboards, lobby displays, 
direct mail, and throw-aways. Since the 
suburban section whose merchants spon- 
sor the program is without a name they 
had a eontest for a name with $100 in 
merchandise as the first prize. 
CREDITS: John R. Wheeler is responsible 
for haiidling this atJ-lib production and 
deserves plenty of credit since ad-lib 
programs arc the most difficult to do. 
Wally Imes and Marjean Fox arc the 
vocalizers and usually they sound re- 
hearsed on their numbers, which they 
aren't. Credit also should be given the 
instioimentalists, Glenn Hardman, Robert 
Wortlcy, Denny Cole, Ruban Cohen, 
and Cy Toomis, who pet right into the 
spirit of Kill,!; the Bell. The idea was only 
passable on the networks: it's top enter- 
tainment in Tulsa, 



FAVORITE STORY 

A Ziv transcribed production 
Radio Stat'on WMAQ, Chicago, Saturday, 

10-10:30 p.m. cdt 
PROGRAM: Frankenstein was picked by 
Fred Allen as his "favorite story" and 
Ronald Colman naturally decided that 
he'd better narrate rather than play the 
noted Dr. Frankenstein himself Ed- 
mund MacDonald was selected to bring 
to air life the man who conceived a 
monster and he did a grand job on this 
airing. The production is definitely 
literate, not over-sensationalized, and yet 
it gets the most out of Mary Shelley's 
spine-quivering tale. One-shots (broad- 
casts complete in themselves) arc gener- 
ally poor vehicles with which to build a 
listening habit. The framework of 
Favorite Story, however, with Colman 
setting the stage for each broadcast and 
some notable picking his or her favorite 
talc for the occasion, permits of a con- 
tinuity of listening which overcomes (as 
Lux Radio Theatre and Screen Guild 
Players do so effectively) the negative of 
broadcasting a series of unrelated plays. 
The production is smooth (this is the 
14th of the series) and everybody con- 
cerned, especially Doroth>' Scott, who 
plays the beloved of Frankenstein, does 
a top-drawer miking job. Although there 
has been some feeling that the Colman 
series is highbrow, this program (and 
others heard by this reviewer) are just 
good radio drama. 

COMMERCIAL: Peter Hand Breweiy' 
Company handles its commercials in the 
same mood as the program — no hard- 
hitting Meister Brau selling— just simple 
direct messages on the quality brew. The 
effect is as though the program were a 
live show presented by Peter Hand alone. 
That means it's a good transcribed 
presentation. 

TIME: The program shifted on July 30 
to WGN at 9:30-10 p.m. on Wednesdays, 
the agency, B.B.D.&O., and the sponsor 
feeling it's a type of program that will get 
a better audience earlier in the evenins;. 
PROMOTION: Peter Hand has pennitted 
the program to carry this one. 
CREDITS: The Ziv organization deser\es 
a bow for not putting any razzle-dazzle 
in the show. It's presented just as good 
entertainment and that it is. The 
music is adequate, the technical handling 
of the best. Fawrite Story won't startle 
the world with any record-breaking 
Hooperatings to start with — but it's 
almost certain to create a top listening 
habit. It's that kind of a program. 



38 



SPONSOR 



BORDEN SUNDAY EVENING SUPPER 
CLUB 

WNBT, New York, NBC-TV, Sunday 
9:11-9:29 p.m. est 

PROGRAM: It's tough to tie variety 
programs together into a package. Set- 
m<g the performers in a floor show that 
St mils among the paying customers is 
fffwti\e, as long as the customers seem 
rofl!. They did in tiie Bordsn Supper 
Club, The camera handling was good 
and the suppers did a better job than many 
a group of extras in a screen production. 
Wady Roag, who doubled as mc and 
ruhbt't lialloon comic, wasn't as relaxed 
as rhf extras. When he's handling his 
regular patter ai he makes dogs, monks, 
and whatnots out of balloons he's slick 
biK when he's reaching for a cue for the 
entrance of a performer he's as messy as 
bubhle gum exploding in your face. 

Best of the three-name floor show was 
Patricia Bright, whose Hildegarde and 
Katharire Hepburn impersonations were 
nop night-club material and came through 
the air into the home as good fun too. 
Miss Bright looks as well as sounds the 
parts she characterizes. Lisa Kirk had 
an easy charm and an informal approach 
Ltiat charmed her viewers. Her songs, 
Linfortunately, were nothing sensational. 
The final act introduced was the dancing 
Cansinos, standard floor show act. 
COMMERCIAL: Elsie, the Borden cow, 
handled most of the commercials. Hav- 
ing Elsie visit the club is a smooth idea 
but the manipulator (Elsie was a marion- 
t'tte) apparently didn't know his controls 
and everything Elsie did was heavy- 
handed. Her voice also lacked bovine 
cliarm and when she went into the com- 
mercial, using the headwaiter who spoke 
with a Brooklyn brand of French as a 
foil, it was all slightly ludicrous. The 
night-club name in lights gave Borden a 
nice flashing plug and the product pic- 
tures were clear and effective. It was 
(inly F.lsie that didn't come off. 
TIME; Nine p.m. is a good time for a 
night-club variety program. What was 
bad about this was the spotting of an 
overdone musical short picture right 
before the program, taking the edge off 
ihe live show. (By the way, the picture 
has been seen on WNBT several times — 
a grand way to chase an audience.) 
Winchell (ABC radio) is still tough com- 
petition and it'd be wise to select an hour 
right before or after the lotion-man. 
CREDITS: Garth Montgomery did a better 
job with this than he's done with his 
previous video Kenyon and Eckhardt 
(Borden ad-agency) assignments. Some 
of the continuity was sticky but over-all 
it was adult. Fred Coe who handled the 
actual airing of the program caught the 
night-club feel all the way through. If 
he wasn't able to put the Cansinos over, 
very few other directors have been able 
to niakc television-dancing home enter- 
tainment, either. 
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^. use KFAB to sell the 
^itfTlRE Omaha marfce^ 

And 90% of this BIG marVot. which is outside of Omaha, ii 
made up of families lhat have an averaRc ca5h income of 
$8.000 00 per y^ar' Sell the ENTIRE Omaha nwrkct with on* 
Big station. Programmed and "powered"* for your use. 

SEE YOUR FREE & PETERS MAN 
or write to HARRY BURKE 




NOW 50.000 WATTS 



Omaha. Nebraska 
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ing you". . . in INDIANAPOLIS 



"Baffle Us" Rates High 
on the Hilarity Parade 

"Hafllc; L's," the new WIUC show hcanl Tuesdays ami 
Tluirsilays. a( Il:.3() In 11:4.S a.m., is fast aKaiulii;: a 
pimiarle |iiisi(i<>n <iii I loosierdonrs hilarity i>ara<l<-. Tliis 
fiin-|>arkc<l firireii mimilcs oriiuisic and merry-iiiaking has 
Jack ami Paul strokinj; the slriM<;s ami <lc(>onair Mike 
Dunn as enicre. VTlicn these two solid senders fail to <leliver 
the tunes reipiested l>y stinlio an<l stay-at-home amiienees 
. . . then "Uallle l's" gives with the gifts. For its Tuesday 
and Thursday s|H>nsor, this fast-paeed program is pulling 
an ever-heavier mail response. And for tlie advertiser 
who is seeking an upswing in huliana sales, a .M€)n<lay- 
\Ve<lnesday-Kri<lay edition may well he the answer. Ask 
your John Hlair Man. 

JOHN BLAIR & COMPANY • NATIONAL REPRESENTATIVES 



1070 KC 
5000 WATTS 
BASIC MUTUAL 



The INDIANAPOLIS NEWS Station 
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To Share or 
Not to Share an Aiulience 



J ■ 



E\'cry program planning board of a 
sponsor or an advertising agency is 
faced with the problem of whether to 
compete for a share of the existing audi- 
ence for the f)eriod during which it is 
scheduled or to endeavor to bring part of 
the potential audience that's not tuned in 
to turn on their receivers in order to hear 
the new show. The problem seems vital 
when figures for listening arc compared 
with the available audience, i.e., men and 
women who are at home but whose sets 
are not turned on. Taking a midseason 
rating (r-ebruar>' 15, 19-17) and using 
Hooper's average available homes, 81.4 
per cent of the homes of America could 
have tuned a program during that aver- 
age evening; yet the Hooper sets-in-use 
figures re^'eal that there were only 3-J.3 
per cent of the total American homes 
actually listening during that report 
period (week of February 1 7 inclusive). 
This might indicate that -JT.l pei cent of 
the homes in America during that week 
didn't give a dam about anything on the 
air and that this -17.1 per cent was an 
audience that might well be analyrcd and 
sought after by an ad\'crtis<.'r. Like so 



many snap conclusions derived from re- 
search this is not true. This is because 
the 34.3 per cent average evening listening 
during the midseason week represents 
several times that number in actual 
homes that had their receivers tuned in 
at least part of an evening. The average 
does not take into consideration the turn- 
over factor. 

Hooper's type of survey (coincidental 
telephone checking) reveals only whether 
or not a home is listening at the specific 
time when called and then only whether 
it is listening at the sp^ecific minute during 
which it is called. How much of this 
audience for this program turned re- 
ceivers on specifically to hear the pro- 
gram checked is not available from the 
Hooper reports, nor does Hooper en- 
deavor to supply this type of information, 
except through his diary studies for 
individual station areas.* Two other re- 
search organizations, however, do have 
such information available: Industrial 
Surveys and A. C. Nielsen. The latter, 
due to his having an audimcter in every 
home he surveys, is able through this re- 
corditig device to tell not only the 



minute-by-minute Biidit-nct: but also 
where it comes froni ntid whfrt it goes. 
Sam Barton's Indusirial Suirey main- 
tains a panel t>pe of day-to-day study of 
radio listening and while he's not pre- 
pared at this time to release h'ls findings 
generally, certain interesting (acfi liavc- 
been made known to advertising anencies 
and networks. 

What both Nielsen and Indusirkil Sur- 
veys indicate is that audience lumover 
for many programs during any one-year 
period is as high as 2-JO per cent (2.-!). 
In other words a program with a Nfclsen 
rating of 26 actually might be heard by 
62 per cent of American homes at uonie 
time during any one year. 

This does not mean that every prO' 
gram has a tumover of 2-JO per cent dur- 
ing a year but that many programs do. 
What it does mean is that the untouched 
audience during the midseason week iijied 
as a base for this analysis is not the differ- 
ence between available homes (S\.4 per 
cent) and the average sets-in-use figure 
for the period (34.3 percent), but actually 
a far smaller number. The actual noi- 
listening figure for this base week no 
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doubt would be very small. This is 
because even the 81.4 per cent is an 
;iverage figure and does not mean that 
imnt; of the other 1 1 .6 per cent of Ameri- 
can Imines used their receivers during the 
wesk. 1 here is little doubt but that a 
j^ood portion of the total homes owning 
recti vi-rs (93 per cent of all the homes in 
the U, S. A.) used their radios during 
some cv'i.'ning portion of the base week. 

Ff tilt turnover figure of 2.4 were to be 
acceptfd it might mean that 82.3 percent 
of American homes (34.3 times 2.4) used 
tlieir sets during the week of February 
1-7 (tlic week of the February 15 report). 

Thus it may be seen why programing 
for [hf audience that doesn't listen very 
often lands both sponsor and advertising 
agency in the microscopic rating depart- 
ment with very few listeners to sell. 
General Foods tried to find an answer to 
the clamor against daytime serials with 
an intelligent mystery series, Two on a 
Que. After a year and an investment of 
nearly $400,000 they were forced back to 
a soap opera. NBC's million dollar in- 
vestment in Fred Waring has been able 
10 gather only 5.3 per cent of the Ameri- 
can homes against Breakfast in Holly' 
lityoii which during the same half hour ties 
onto 7.4 per cent of the homes. (Week of 
February 1-7 is used as the base through- 
out this report.) The Fred Waring pro- 
gram was number 32 among the 77 com- 
mercial daytime programs on the air for 
the week checked. Fall plans which call 
for a shift in the Waring air time to 
10 a.m. est may change its rating. 

This doesn't mean that a new type of 
program won't bring more listeners to 
their receivers during the day or evening, 
but It does mean that the immediate 
an-TOier to larger audiences is not some- 
thing different for "the audience that 
doesn't listen." In the daytime, the 
phenomenal growth of the breakfast club 
type of program has proved that the 
woman who is at home will listen to 
something besides soap operas. Super- 
tiian's excursion in anti-hate story lines 
has also proved that something different 
will pull. Superman rating for the base 
week was 4.2, leading most of the juvenile 
profirams broadcast during the "children's 
hour" (5-6 p.m.). 

Nt'w programs must be willing either to 
do a cotitinuous promotional job, broad- 
cast after broadcast, or else wait for an 
audience to discover them. There were 
m really "new" programs during the 
entirt 1946-47 season, unless the Phil 
Harris-Alice Faye variation of the Ozzie 
and Harriet show, or Jean Sablon's musi- 
cal session might be called new. The 
Mer^flTi Show is just Henry Morgan ex- 



panded to a naif hour, Meredith Willson's 
program was a neat musical 30 minutes, 
and Queen For a Day and Heart's Desire 
are just two variations on the standard 
give-away themes. None of these shows 
or any of the other variations on proved 
themes were devised to bring non- 
listeners to their receivers. 

While it is true that there is only a tiny 
segment that doesn't listen at all, it is 
also true that there is a tremendous audi- 
ence thpt listens only to a selected group 
of radio programs. It is possible to de- 
termine through diary and Nielsen 
studies the listening habits of the casual 
dialer. Having this information at hand 
it might be profitable to build a program 
addressed to this audience. County Fair 
has done this for Borden's. The Eddie 
Dowling Big Break amateur presentation 
will try to do the same thing for Adam 
Hats. Both Kenyon and Eckliardt 
(Borden agency) and Biow '(Adam Hat 
agency) are promotion-minded and ex- 
pect to be doing a continuous exploitation 
job. The history of Take It or Leave It 
(sponsor, December 1946) is the perfect 
example of what promotion can do for a 
new program. The $64-question-excur- 
sion was something new in quiz programs 
when it hit the air and the Strauss (Ever- 
sharp) organization didn't rest a minute 
either selling the show or its product to the 
radio audience. 

It's good business — in'the long run — to 
segregate an audience that isn't being 
reached by current broadcast programing 
— as long as it's realized that a good part 
of the set owners listen a great deal and 
practically all pf them listen at sometime 
or other. It isn't good business to pre- 
sent a new formula on the air unless the 
advertiser is willing (Johnson Wax was, 
with Fibber McGee and Molly) to look 
upon his broadcast advertising with a 
long-term approach. Dials don't flash a 
red light and stop just because the pro- 
gram at that spot happens to have a new 
idea for the audience. Ideas pay off — 
but not unless the advertiser has them 
tied to his apron string and is willing to 
take the long-term view and permit some- 
thing else to do the selling while'ears 
discover the vehicle that's carrying his 
radio message. 

It isn't only "new" ideas that are fun 
to work with. Fighting for a share of 
existing audience also has its recompense, 
for, strange as it may seem, two programs 
fighting for the same audience at the 
same time increase that audiaice. Two 
gags produce more laughter than one. 

* For injorntation on diary studies see 
"Listeners 'Tell All' in Diaries" page 20. 



NOW 

it can be known 
HOOPER and CONLAN 

, lOliJG^ HAVE' SHOWN HOW 

KMBC 

IS FIRST IN 

METROPOLITAN 
KANSAS CITY 

-AND 

out in the states 

LOOK AT THIS -SURVEY 

5,545 INTERVIEWS 
SHOW THAT 

KMBC 

IS FIRST IN 

ANSWER TO THE QUESTION 

Do you listen on the radio 
to women's homemaking 
programs?To what station? 

MISSOURI KANSAS 

KMBC 1,334 869 

WDAF 733 526 

WHB 335 115 

WIBW 16 352 

KFEQ 75 16 

(Top Ave stations reported. Weighted soon- 
pie bose: 5,545 interviews within KMBC's 
0.5 mv contour — IX of Oreo's rodio fom- 
Hies — BMB's "Radio Fomilies : 1946"— con- 
ducted by Robert S, Conlon & Associates ot 
Missouri Stote Foir, Konsos Free Fair and 
the Americon Royal livestock Exposition.) 

■ 1 

AVAILABILITY 

"The Happy Home" with Nationally Famous 
CAROLINE ELLIS 
Wedneiday— S:15P, M. 
WIRE FOR DETAILS 
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. . . about the 
percentage of 
yearly renewals 
— nearly perfect! 
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Commercial lunches return throughout the 

U. S. with entire menus made up of 
products which are advertised on broad- 
casts from the restaurants where the 
meals are served. The idea, which started 
back in the late twenties, has the hostess 
explain the value of each advertised 
product as the food is being served. 
Lunches are usually planned for a low 
fee with the money going to the women's 
club which publicizes the particular day's 
meal. WHN's Ask Ella Mason uses 
New York's famous Iceland restaurant 
and charges $.99 per tneal. There are 
prizes for both luncheon guests and home 
h'steners. 

"Highways in Melody" really hits the road 
as part of its NBC summertime series. 
Each broadcast takes the listeners for a 
tuneful simulated drive through some 
section of the country, with special con- 
tinuity being written by Berton Braley, 
newspaper man, foreign correspondent, 
and poet. Music local to each area 
through which the broadcast travels is 
used exclusively on each broadcast. The 
progrjim is receiving much attention in 
each section of the country promoted. 

WPEN's promotion of its "Miss Greater Phila- 
delphia" contest brought window card dis- 
plays by 100 record dealers, 300 electrical 
appliance stores, 75 Sun Ray drug stores, 
and 300 beauty shops. Application 
blanks for local beauties who want an 
opportunity to compete for the local title 
and later the Miss America crown are 
made available at each store displaying a 
card. Stations are now taking franchises 
on Miss America preliminaries which in 
the past have been held almost entirely 
by newspapers. A number of TV stations 
would love to buy a fr{iiichise but at 
present it's all a case of dollars and cents, 
which video stations just don't have 
available for promotional programing at 
this time. 

Drew Pearson's "Green Hat" awaid ,ABC' 

ties his sponsor, Lee Hats, into the pro- 
gram e\'en better than before. Pearson 
presents a fine green Lee hat each week 
to the man who he believes has dis- 
tinguished himself in "making democracy 
live." 

Koret adds 60-minute e.t.'s to its merchan- 
dising, sending them to all Koret of Cali- 
fornia dealers. Koret supplies the disks, 
the dealer buys the time and ties his 
name to the Koret line of young ladies' 
sportswear. 



KLX (Oakland, CaliF.) uses helium in especi- 
ally-inscribed ball«)ns which read "KLX. 
No. 1 in Oakland." The balloons were 
shipped in boxes which when opened re- 
leased them to rise at once to the ceilings. 
Agencies and sponsors who received them 
had fun except in a few cases where the 
ceilings were so high that the helium- 
filled balloons couldn't be brought down 
without ladders, etc. 

3,000 members join KFNF (Shenandoah, 
lowa)-inspired horticultural society. Because 
Helen Field Fisher, KFNF authority on 
gardening and decoration, liked Hemero- 
callis (hybrid day-lilies) she used her pro- 
gram to organize a society to further 
interest in the variety. Results: July 12 
and 13 brought out 300 exhibitors and 
over 3,000 visitors for a midwest flower 
show. In one year Mrs. Fisher and her 
program built membership in the society 
from zero to over 3,000 , . . and added a 
few listeners for the station also. 
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(IFI y W'DSU broadcasis 5000 watis 
from ihc French Quarter lo 
ihc Gulf and South Louisiana lisicncn. 

From daily association m ith.timc-honorcd 
,N>u OrleaHt in$liluli6n$ VS^DSU has 
developed a high quality of integrity. 
W'DSU devotes program ttm€ rrguljrl} 
and exclusivel) to the St. Louis Cathedral, 
the International House, Moisant Inter- 
national Airport, Tulanc I'nivcrsiiy, 
Union Station, the Municipal Auditorium, 
Symphonies and Operas. 

\X Di»L s dominate Hcx)p- 
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NAME 



FORMER AFFILIATION 



NEW AFRLIATION 



Marjorle Adlcr 
Howard Alber 

John W. Anderson Jr. 
Laurence A. Anderson 
Jerry Arnold 
John M, Ball Iff 

Betty Barrett 
Fay Evans Biggs 

Allen G. Bishop 

Thomas K. Bonde 

Randolph M. Browne Jr. 

Lillian Pechin Burnside 

E. Austin Byrne 

Malcolm C, Choate 

Edgar W. Clark 

Veda Clark 
Reginald V. Coghlan 
Russell K. Crenshaw 

Kenneth Grotty 
Spencer W. Curtlss 
Arthur J. Daly 
Winfield D. Davis 
John J. Downey 
R. Earl Dudley 
Van M. Evans 
Gerhard Exo 

Benton Ferguson 
Herbert Friedman 
Jimmy Fritz 
Charles Fritzche 

Adrien Gambet 

Margaret Gammon 

Robert M. Glass 
Walter Gorman 
Sidney Handler 
Ann Warren Handrahan 

Skip Hannaford 
Ruth Harrington 

King Harris 

Harold Hartegensls 

E. Bradford Hening 
Irwin W. Hoff 
Roy F. Irwin 
James Irving Jr. 
George W. Irwin 

Harold Isaacs 
Harold A. Jacobs 

Duncan Jennings 

Walter Jensen 
Kenneth E. Kecne 
Gertrude Kochring 
Larry Kraft 
Roy E. Lane 

Leona L. La Pelle 
Norman W, LeVally 
Joseph C. Lieb 

Ralph L. Linder 
Jack R. Little 

George R. Loebel 
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CBS* Hollywood, script dept. 

E. Bradford Hening. Philadelphia (dissolved), 
creative director 

M xon. Los Angeles, executive 

Logan & Arnold, Los Angeles, partner 

Army 

Donahue & Coe, New York 

Kastor. Farrell. Chesley & Clifford. New York, 
copy writer 

Puritan Co. of America. Chicago, sales, adver- 
tising manager 

Young & Rubicam, Bureau of Industrial Serv- 
ices, Los Angeles 

Foster & Davies. Cleveland, in charge new busi- 
ness 

Free lance radio writer. New York 

Sweetser, Byrne & Harrington, New York, execu- 
tive vp 

United Fruit Co., New York, sales promotion, 

dealer service dept. 
Kircher, Helton & Collett, Dayton, account 

executive 

Vogue Merchandising Service, associate editor 
Compton, New York, copy supervisor 
Management Planning. Inc., New York, vp, 
director 

Providence Evening Bulletin, Providence Journal 
Spencer W. Curtiss, Indianapolis, president 
Peck, Hollywood, manager 

Majestic Radio & Television Corp., Elgin, III. 
Doremus, Boston, account executive 
Deutch & Shea. New York, media director 
BBD&O. Chicago, sales, merchandising con- 
sultant 

Campbell-Mithun. Minneapolis, vp 

Boyd, Los Angeles, executive vp 
Sweetser, Byrne & Harrington. New York, pro- 
duction manager, account executive 
E, R. Squibb & Sons, New York 

Lever Brothers Co.. Cambridge 



Kenyon & Eckhardt. New York, production head 
Army 

W. T. Grant Co., New York 

Hannaford, Los Angeles, owner 

Sweetser. Byrne & Harrington. New York, vp, 

treasurer 
Edward Petry Co.. San Francisco 

Rural Electrification Administration, editorial 

section head 
E. Bradford Hening. Philadelphia, owner 
Block Drug Co., Jersey City, advertising manager 

E. I. du Pont de Nemours & Co. 

Robert Dennis, Los Angeles, account executive 



Buegeleisen & Jacobson. New York, advertising 
manager 

McNeill & McClecry. Los Angeles, account execu- 
tive 

Free lance radio writer 
Spencer W. Curtiss. Inianapolls 
William Esty. New York, copy staff 
Erwin. Wasey. New York, copy chief 
Gilliam, Lane & Wilson. Kansas City. Mo., 
president 

Shaw-LeVally. Chicago, partner 
BBD&O. New York, account executive 

Kenyon & Eckhardt. New York, vp 
Foote. Cone & Beldlng. Los Angeles, account 
executive 

Klau-Van Pietersom-Dunlap. Milwaukee 
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Ralph H. Jones, Cincinnati, copy staff 

Alber & Hening, Inc., Philadelphia j(new). vp, secretary 

Dorville. Philadelphia, account executive 

Macauley, Los Angeles, account executive 

Beaumont & Hohman, Los Angeles, account executive 

Boyse-Bradford, Saginaw, Mich., account executive, public 

relations director 
Cecil & Presbrey. New York, timebuyer 
Morse International, New York, assistant copy chief 

Swaney. Drake & Bement, Chicago 

John F. Whitehead, Los Angeles, account executive 

Geyer. Newell & Ganger. Detroit, account executive 

Briggs & Varley, New York, account executive, radio coun- 
selor 
Same, president 

Cory Snow, Boston, media, research director 

Same, director sales development, marketing 

H. B. Humphrey, New York, copy staff 

Ruthrauff & Ryan, New York, copy staff 

Hill & Knowlton, New York. research director 

Harry M. Frost. Boston, new business dept. 
Same, board chairman 

Rogers & Smith, Los Angeles, account executive 
Sweetser, Byrne & Harrington, New York, vp in charge copy 
Roy Knipschild^ Chicago 

Wilbur & Williams Co.. Boston, advertising manager 

Same, general manager 

Maxon, Detroit, account executive 

Erwin, Wasey of the South. Oklahoma City, vp 
Alfred-George, New York, account executive 
Pardee, Cash, Hollywood, account chief 
Same, general manager 

R. W. Webster, Los Angeles, medical, pharmaceutical div. 
head 

Herbert W. Frank, Boston, in charge household, women's 
prod ucts 

Dorville, Philadelphia, account executive 
Free lance directing 

Byrde, Richard & Pound. New York, account executive 
Alley & Richards. Boston, copy writer, merchandising 

specialist, women's products 
Raisbcck, Hollywood 
Same, first vp 

Manning, Russell, Harris and Wood. Inc.. San Francisco. 

(formerly Manning & Russell. Inc.). partner 
Olian, St. Louis, rural marketing director 

Alber & Hening, Inc., Philadelphia (new), president 
Blow. New York, account executive 
Doriand, Los Angeles, head new industrial div. 
Gray & Rogers, Philadelphia, contact dept. 
Irwin-McHugh Advertising Agency. Hollywood (new), 
partner 

Schacter. Fain & Lent. New York, account executive 
Robert Holley, New York, account executive 

Advertising Counselors. Phoenix, account executive 

Pat Patrick. Glendale. Calif., account executive 
Same, vp 

Robert W, Orr, New York, copy staff 
Jere Bayard. Los Angeles, radio director 
Bozeli & Jacobs. Dallas, technical advisor 

Dorville, Philadelphia, account executive 
LeValiy. Inc.. Chicago (new), owner 

Kastor. Farrell. Chesley & Clifford. New York, account 
executive 

Blow, New York, vp in charge grocery products div. 
Same, vp 

Duffy & Fabry. Milwaukee, account executive 
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Con l.iilir 

VrvHi of I r. l-iiMlil 

Jtu k l.yiiuh 

I lontii* I.. I.yuit 

IMill I). Mcllufth 

W llli.un il. Mi-Nuiiy 
Jnlttt h. MiUiHUA 
lliiMurd Mi>H«T 

lli-n Moyrr 
r.nilicr M^iTu 
I'uiil K. .\t**^ tiiittt 
NUirk (>Adi-n 
( lui Iinrltii* ()Al«*(il>>' 
KohiTt IViirwin 
Ki-niii*th A. IVk-i; 

CliarliH A. Oiiliin 
Joliii C)iilsi*nlu*iTy 
It. It. KntiHon III 
WllJIam Kiiybiirn 
Jo;in Kli'limonil 
jiarold K. Kull 
( icttrfic A. Sann 

I.fwiH i-. SamliTH 
M|v lUirbour Schnaf 
Jcihii \V. Shiiw 
Sli'^e SluieniukiT 
l'<iril Sll>K-y 

Trod SpelAhiH 
IViI Siii'l 

Al 'I'urniT 

iliirtoii 11. Viiunhan 
Sylvi'KiiT L. Weaver 

ChurliN VVIklH 
I'lnrl Wllhlie 
l*arkcr Wood 

Il'.irry \\'i>i>dworlh 

Miirvlii Voiifig 



Own agency 

lluflniun. St. LouN, uct'ount czccutlvi* 
KohiTt Deniilt, 1.on Anfielca 

T. II. II:iuerle. <;iilcafio. account executive 

<;cy*T. NewvH ik <.'angor. New V<»rk, vp 

N. J. Ni'wnian, Los Anfielen. radio, director. 

account executive 
KuihruiifT A Kyun. New Yurk 
Illllmuti-SIianc, I.oa An|ii>]eH. copy writer 
Pnul K. Newmnn, L08 AnAelem. head 
Spencer \V. CurtlHS. Ind hinanoIlM 
(Catharine OfileNhy. New Vork, preiildent 
Arnold Itnklnfi Corp., pul>llc relallona director 
J. Wulti-r Thompson. Loh Anfteles. aci'uuni 

I'lecntlve 

Jordnn St Lo Iluono. Loh Anfieles 

<:eill & I*reNl»rey, New ^'ork, account eiecutivi* 

CHS, New York, promotion dept. 

Free lance copy writer 

KFAIl, ()ninha. promotion, publicity director 
Cltlzenn (>UM and (!oke Utility, Indianapolis, 
advert Inlnfi manafler 

liouHe of Piute. Detroit, advertising director 
.Slinw-l.i'Vally. Chlcaj^o. partner 
Free lance advertising 

Fooie, Com* &. iU'ldlng. Lob AngclCH, acci>unt 

eiecatlvc 
J, I). 'I'lircher. New York 

Ueiiton 9i Howies. New York, vp, manafler radio 
dept. 

Stevenn, Continental hotels. Chicago, advertising 

piihllclly director 
l^ubllcatlon C*>rp.. New York. Alco-Gravure l>lv. 
American Tobacco Co., New York, advertising 

m imager 

KuthraufT Sc Ryan, New York, timebuyer 

ilorden ilo.. Sales Olv.. New York, sales promo- 
tion dept. 
nill>&(). New York 

NIIC Western div., assistant pro&ram manager 



lluflman. .St. Louis, account executive 
Milton K. ll;icon, Jacksonville, branch manager 
Macauley, Los Angeles, accouni executive 
Same, general manager 

Irwln-Mcllngh't'AdvertlsIng Agency. I lolly wood (new), 
partner 

A. Linn Addlsun. Chicago, account executive 

Same. Detroit, manager. ]n charge new bitslness 

Kosa .Sawyer. Los Angeles, radio director, account executive 

Same, media manager 
A. M. Snnder. New York, copy chief 
Kudner, Ne\*- Yi>rk, member creative board 
.Same, vp *^ . j 

Warwick 8c Legler, New York, executive capacity 
JeHNop. Akron, copy writer, accuunt executive 
(^lnsser-(;alley. l^s Angelen, account executive 

Dorvllle. Philadelphia, account executive 

I lonig-<'oopi*r. Lo.s Aogele^, account executive 

Kalph 11. Jooi's. New- ^'ork, account executive 

Kenyori A Kckhardt. New S'ork. copy staff 

KalHbeck. Hollywood, copy stalT 

Own advertising agency. Oniuha 

Own agency. Indianapolis 

Jcmes I'rankel. Chicago, director new- televNlon dept. 
West-Mar€|uls, .San Francisco 
John W'. Shaw. Inc.. Chicago (new), owner 
Michael Shore, llollyw-uod, account executive 
Same, vp 

l^e Parks. Greer & Hawkins, Houston, radio dept. 
Same, vp, radio director 

Rohey Parks. Chicago, account executive 

BIID&O. San Francisco, account executive 
Young & Hublcam. New York, vp in charge radio, tele- 
vision, member plans board 
N. VV. Ayer. New York, timebuyer 
Tullls, I lollywood. account executive 

Manning & Russell. Harris and Wood. Inc.. San Francisco 
(formerly Manning *c Russell. Inc.). partner 

Compton, Chicago. "Welcome Travelers** radio show pro- 
ducer 

RuthraufT & Ryan, Hollywood, radio office manager 



(Continued from page JO) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Stanley I . Clark 

Kenneth (U>llins 

Itarnuni ('oolldge 

John Dlcrdorlf 

U. n. Douglas 

James P. Dully 

Knss l-cl/er 

Sherman D. (Gregory 

(George II. (^rliineil 
I.ee P. I Icnricli 

Jef! Jan*' 

AMen Jan'es 

William hoiz 

David M. Margolls 

(Jiarles <;. Mortimer 

Curt Miiser 

Mrs. I., n. Myers 

P. I). Piirker 

ileorge R. Pla^s 

l.eon Pollack 

IVavId II. Reed 

Wnlter W. RIcliiirds 

Stewart Roberta 

J. II. Stickle 

<;i'«»rgi' 'I'. Sweet sor 

I*. Tn-niblay 

rully II Turm-y 

IhivM <•. Wairoii^ 

M. K, Wcltn-r 



.Sterling Drug Inc., .Vew York, Itayer Co. dlv., 

divisi;>nal vp 
Donnlnie A <Ioe, New- York, vp, senior executive 

Crowell-C'oHIer Publishing Co., New York, sales 
representative 

Pacihc Power & Light Co.. Portland, Ore., adver- 
tising supervisor 

American W Ine Co., Beverly Hills. Calif., national 
sales manager, in charge advertising 

Jacol> Ruppcrt Hrewery 

Kalom. Chicago, account executive, merchandis- 
ing director 

Sclienley Distillers Corp.. New York, radio adver- 
tising manager 

.Sehenliy Distillers Corp.. New- Vork 

W. I.. .Stensganrd, Kastern dIv. senior account 
executive 

Swi*etH <'(i. of America. Hoboken. .\. J., advertis- 
ing d( pt. 

Tills Week Magazine. .Vew- York, advertising 

representative 
Wllvon Sporting Goods Co.. Chicago, assistant 

advertising manager 
Rep*>rter Publications. New York 

Gein'nii Foods Corp.. .New York, vp In charge 
advertising 

Lulled States Rubber Co.. New York, merchan- 
dise manager (<»r Royal Tires 
General Foods ilorp.. New- York, vp General 

l'*mHls Sales Co. (dissolved) 
Cenernl Klectric Co.. <:ievelnnd. Eastern Sales 

DIv,. Lamp Dept.. general sales nmnngcr 
(jeneral I"<mmIs C(»rp.. New York, assistant lo 

market li^g vp 
lU'lene ihirils Industries. Chicago, advertising. 

sales promotion djrei'tor 
Sanshlne Itlscult Co.. Inc.. Kansas City. New 

York, adviTllsIng mnnager 
Coca-Cola Co., .\tl:inta. executive advertising 

staff 

I'nited Wallpaper <:o., Chicago, Trln>z dIv., vp 



Sweetser. Ilyriie & llnrrlngton. New- York, presi- 
dent 

Cudahy P;icklng <:n.. Chicago. Old Dutch (Clean- 
ser dIv.. advertising munager 

GlIiKK-ii <!o., Cleveland, usslsiant mlvertisInO 
manager 

I )a ncer- 1-" 1 1 z gera I d - Sa m pi e , < : h Ica go 

Anierlrnn I lome Fi toJs, I nc. New ^'ork, CCiief- 
lUty- Vr-IVe Quality Foods. Inc. dlv.. vp In 
charge sales. adviTtisIng 



Same, vp in charge Centaur Co. dlv. 

Hurllngton Mills Corp.. New York, vp In charge advertising. 

public relations 
Goebel Brewing Co., Detroit, advertising manager 

Same, vp supervising advertising, publicity 

.Same, executive vp 

Genesee Itrewing Co.. lnc.» Rochester, N. Y., advertising 
manager 

Holeproof Hosiery Co.. Milwaukee, assistant advertising 
manager 

Campbell .Soup Co., (!amden, N. J., advertising staff 

Arnold Bakers, Inc.. Port Chester. .\. Y., advertising director 
Hart. .Schaflner Marx. Chicago, advertising director 

Same, assistant advertising director, candy, grocery divs. 

P. Loriiiard Co.. New ^'ork, advertising director 

.Same, advertising manager 

Apparoi Markets. New York, women*s wear div. advertising 

manager 
Same, vp in charge marketing 

Same, advertising, sales promotion manager for Ro>'al Tires 

General Foods Corp., advertising director 

Same. Cleveland. General Sales Div.. Lamp Dept.. general 

sales manager 
Same, assistant advertising mamigex . Jell-O Div. 

Giiylnrd Products, Inc.. Gaylord-Shclton. Inc.. subsidiary. 

<:hicaga. advertising, sales promotion director 
.Scrlpto. inc.. Atlanta, advertising, sales promotion manager 

Jacob Ruppert Brewing Co.. New York, advertising, mer- 
chnndlslng. public relat Ions director 

Itendix Home Appliances. Inc., South Bend. Ind.. advertis- 
ing, sales prnn>otion director 

Westlnghouse Flectric CJorp.. Pittsburgh, Home Radio Dir.. 
advertising, promotion manager 

£s(|ulre. I nc. New York, vp. director sales, advertising, 
Ksquire, (^>ronet. Apparel Arts 

Same, geneial advertising dept.. advertising manager 

Same, acting advertising nuinager 

Parker Pen <>).. Janesvllle, Wis., assistant general adver- 
tl-^Ing manage] 

Woll A; <n«veland. sales, ndverilslng dlrectt»r for l>on-De 
Coffee 



BREAKFAST FOR MILLIONS 

(Continued from page 18) 

the audience sit around at regular tables 
and the nic, Eddie Chase, uses a hand 
microphone to get their reactions on the 
air. The program material is nothing 
extraordinary but as in the case of all 
breakfast clubs, it's the personality of the 
mc that carries the program. Fie hands 
out samples of toilet water, powder, lip- 
stick, or whatever W'urzburg's would like 
sampled that day. It's his own idea to 
give women cigars for their husbands. He 
plays up the monthly diamond ring 
award (that emphasizes the 75th Anni- 
versary idea), which goes to the best last 
line for a jingle, has "Stubby," the pianist, 
play request numbers for the girls, and 
then he comes up with the gag of the day. 
This may run to a check-up on which 
woman present has the most grandchild- 
ren or the largest number of articles in her 
handbag. One day he had the women 
letting down their hair to see who had the 
longest locks. He doesn't do this too 
often, having learned that it takes women 
too long to re-set their crowning glories. 
Women fix their hair especially for the 
program visit and don't appreciate having 
it mussed even by themselves. 

The winner of the gag session is brought 
to the platform in front of the Campau 
Room and Dorothy Page, the "fashion 
editor," presents her gift. The gift, 
naturally enough, is the commercial on the 
program. If it's a fashion item then 
there's frequently a quickie fashion parade 
(three models). If it's a lamp (as on the 
occasion when the picture of the stage 
was taken for sponsor) then the plat- 
form has a number of lamps as well as 
placards telling the group on what floor the 
lamps are sold. There's nothing heavy 
about any part of the presentation, since 
— and this is the case with most get-up- 
eaily sessions — the broadcasts are pri- 
marily enteitaining, not instructive. 

The appeal of these breakfast or coffee 
sessions was proved at the very first 
broadcast of Coffee Time at Wnrzburg's. 
The initial program was scheduled for a 
day in February when the mercury de- 
cided to drop below zero and snow and 
sleet were riding on a midwinter gale. 
A number of rural highways and even 
city streets were blocked with drifts and 
public transportation was practically 
paralyzed. The personnel manager of the 
store was all prepared to use all her clerks 
to "paper" the Campau Room. It wasn't 
necessary. By 9:30 women were standing 
10 deep before all the doors of the store 
and Wurzburg's learned a lesson about 
giving away more tickets than they had 
seats. There was "standing room only" 



at the first three broadcasts. Now that's 
controlled. As at "big city" quiz sessions 
there have been audience repeaters at 
the broadcasts, which means it must be 
good fun since the gifts go to a limited 
number of women and the diamond ring, 
as indicated, is awarded only once a 
month. 

Coffee Time at Wurzburg's uses a uni- 
versal attraction, an opportunity for the 
average housew ife to get out of her home. 
As long as there's entertainment or a 
personality, since the latter frequently 
replaces what show business would call 
entertainment on a number of breakfast 



sessions, women will want to go any place 
but home. That's just as true in Boston, 
Grand Rapids, or Peoria as it is in Holly- 
wood. There women get up as early as 
5 a.m. to get to the studios in time tc 
Breakfast in Hollywood with Tom Brene- 
man at 8 a.m. pst (the early hour being 
necessary in order to reach the East at 
11 a.m.). 

People are funny, but the facts in the 
case are nevertheless that Mrs. America 
is frequently bored to death taking care 
of home and family and is just waiting 
for someone to urge her to "come on out 
for breakfast." 



NOW 




Here's'a package packed with 
plenty of selling punch! . . . Three 
"hometown" stations with a plus of a 
rich farm market now available as a 
packace network. Just one low rate to 
reach an area equal to 57 9i of the 
people, 64% of the buying power of the 
entire state of Nebraska. Here's almost a 
Billion Dollar Market you can reach . . . 
or less, with the Inland Group. Wire or 
write for imme- 
diate avail- 
abilities. 



iriiaiat) by Inland £091' 
avartn^ Dtpatlnaai & 
Conravrc'ial Radio 
EquipRtanl C«. 



THE INLAND 
BROADCASTING CO. 

General Offices 

Saunders-Kennedy Bldg. 
Omaha 2, Nebraska 

Paul R Fry. Vice President 
and General Manager 
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MONROE, LOUISIANA 



ALL OTHER STATIONS COMBINED 



AND REACHES A 




*rriii*TCO WITH 
MIHIUN IIOADaSTlNC CO. 



TRANSCRIBED 



AND 



AVAILABLE 

27-4 , 

That's a whale of a rating, But 
that's what the Texas Rangers get 
at WGBI, Scranton, Pa. They get 
it with their famous transcription 
service — which features the west- 
ern and folk songs that never grow 
old. And they get the tall Hooper 
at 6:30 p. m., too, when there is a 
37 per cent sets in use figure. Yes, 
Scranton listens to and likes the 
Texas Rangers. It's no wonder 
WGBI renews year after year. Buy 
the Texas Rangers transcriptions 
for your market. They build a big 
audience at WGBI and at scores 
of other stations, too. They can 
do the same for you. Wire, write 
or telephone. 

The Texas Rangers 

AN ARTHUR B. CHURCH PRODUCTION 
Pickwick HoOl • Kontot Cily 6 Mo. 



LISTENERS "TELL ALL" 

(Coii/iiiKft/ /roin page 21 

ill front of a radio receiver is certain to 
Miniulatc the quantity of listening to a 
degree. A small check made by a non- 
diary research group has thus far re- 
vealed, however, that the increase in 
listening, over a seven-day period, does 
not affect the validity of diary-revealed 
listening facts. 

Hiaries permit of an intensive sampling 
of a -Station's entire listening area on a 
stratifiedt basis. Thus if a sponsor de- 
sires to know just how the middle- 
income housewife listens, it's possible to 
give him that information. T>pically, 
Nutrena Mills, a farm feed sponsor, 
didn't think that they were reaching the 
audience they wanted on a broad-coverage 
station covering rural areas. They had 
instructed their agency to request a shift 
i from 7 7:15 a.m. to 8 8:15 a.m. Since 
it was rural coverage Nutrena desired 
and since the program was on the air 
before coincidental surveys, no figures 
were available for therii until the station 
had a diary study made. The diary fig- 
ures revealed that both the actual and 
the potential audience was bigger at 7 
a.m. than at 8. Besides, the audience 
composition figures indicated that while 
there were 88 men per hundred sets in 
use at 7 a.m. there were only 59 men at 
8 a.m. Since feed is sold to men Nutrena 
not only stayed where they were but 
increased the number of times they were 
on the air (from five to six times a week). 

It wasn't stratification that forced an- 
other sponsor, this time a local funeral 
parlor, to change its program and time. 
The station, a major market 5,000-watt 
CBS affiliate, was building and holding 
a good share of the early a.m. audience 
but delivering practically no audience to 
the network when the station joined the 
net. Diaries revealed that the program 
sponsored by the mortuary. Treasured 
Memories, which came directly before 
the station joined the network, was 
treasured only in the mind of the spon- 
sor. Its lugubrious mood was a sharp 
break from the previous programs and 
chased the audience right away from the 
station. Diary figures convinced the 
sponsor to shift his program and to 
schedule lighter music. 

Since diaries re\'eal audience turnover 
in detail it was possible recently for a 
big station to go to an advertising agency 
and show the latter that while tiic agency 
thought that it had scheduled top- 
audience spot announcements for a 
six)nsor, all selected sfxits had the same 
audience, i.e., account had not been 



taken of audience turnover -it was 
reaching the same audience time and 
time again. The agency studied the diary 
report and rescheduled its spots. 

A CBS affiliate in the West had been 
scheduling the Columbia School of the 
Air between Brighi Horizons and Perry 
Mason. What the School did was dissi- 
pate the Bright Horizons audience and 
force Perry Mason virtually to start a 
new broadcast day, with no audience. 
Result: Perry Mason was shifted to fol- 
low Bright Horizons and inherited a siza- 
ble audience from that daytime strip. 

Few sponsors are out to sell the entire 
radio audience. Most advertisers know 
from their own research departments 
just who determines the purchase of the 
products they have to sell. Station diary 
studies tell just who listens when. They 
are accurate indices of radio listening in 
each station's complete area, something 
available for only one or two stations 
from any other form of research. 
They are made usually once a >ear or 
bi-yearly, since unless there's a vital 
change in program line-up listening 
habits do not change quickly. 

These studies are being made today by 
Audience Surveys, Inc., C. E. Hooper, 
the Buck Chicago group, and a number 
of small survey organizations. The diary 
idea had its birth at CBS under Frank 
Stanton's research direction, details being 
handled by Charles Smith. Field work 
was handled for CBS by Industrial 
Sur\eys, Inc., until other contractural 
obligations forced the Sam Barton organ- 
ization to drop this type of sur\'ey. At 
that time the work was carried on by 
C. E. Hooper. Recently Benson and 
Benson of Princeton, N. J., did the field 
work for CBS's owned and operated 
station KMOX, St. Louis, Mo., after 
having done similar work for WHAS, 
Louisville, Ky. Much of the early CBS 
program acumen is said to have origi- 
nated in the information developed by 
the diaries. 

{Please turn to page 48) 

iOrrr fire minulei is judjrd IS-minaU liilrning. 

*.\llhongh lodin't diarirs run on a ?'i-hniu- batii. il't 
fair tn O'snmr thai Irlrphnnf milt nmdr rrrry qiuirlrr 
hour from 7 a.m. to // p.m. (\fi Aoiw.. iroiiW drrrlop 
Ihr kind of informnlion rrrralrd in a diary. This 
mmld U li'i qiinrlrr honr mil.' a day. \rtnnlly ■\udi- 
rnrr Snrrryx. Inf.. rrrmt Ihnt thus far thry hatfn I 
nmdr « diary rrpt*rt .fur a station in an arm irhfrf 
Ifirrr is "i'l-hour srrricr. 

fStralitiralion of a samplr is niakinn rrrlain il rrprr- 
trots a fair cross srrtion of thr population of Ihr I'. S. 
II must include Oir proper proportions of different income 
hriickrts. ofliome, automobile, telephone, and refrigerator 
oirners, of rtemenliiry, high school, and college gradu- 
ates Stratification may go further than this if necessary 
and include color, age. .sex. and any nnnilier of .factors 
but this ix not nerrtsnry in a diary studv since il is a 
faniily rrjuirt. not o study of indiridiwls. -In anslrali- 
fied sample can completely invalid ite research conctii- 
sions. 

*llefnsots to cooperillc m a sarrey usually stem from 
Ihr subject nioller hut it's possible icilh eery liltlr in- 
eentire Itring offered respondents to obtain as high as 
11^50 per cent return on ony .simple consumer surrey. 
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SELL EMPLOYEES TOO 

(Continued from t^age 33) 

The broadcast, at 1 1 :30 a.m. on Satur- 
days, carried as commercials liuman 
interest stories about men and women 
employed by the company. The con- 
tinuity was leaden. And the employees 
resented a program "brought to you by 
the thousands of employees of the 
Aluminum Company of America" in 
which they had no part. The dialers 
stayed away from NBC on Saturdays at 
1 1 :30 a.m. almost from tlie very start 
(December 4, 1943). 

It was just the opposite witii the 
Wheeling Steel Family Hour which was 
(for the most part) composed of talent 
from the mills and offices of the Wheeling 
Steel Corporation. The talent wasn't 
top-drawer but the "Old Timer" really 
made you feel he was a steel puddler and 
if the girl trio hit a wrong note here and 
there, "after all they weren't profes- 
sionals." The program, which originated 
at WWVA, had a great audience down 
in Wheeling on both MBS and ABC, and 
it did establish the Wheeling Steel trade 
name in the minds and many of the 
hearts of the radio aud'ence. Wheeling 
employees still like to recall the days 
when the Family was cn the air.* 

When Theatre Guild of the Air played 
Pittsburgh for U. S. Steel they dropped 
the middle commercial usually so well 
handled by George Hicks and brought 
the nation the 39-voice male chorus from 
the Homestead Steel Works instead. 
(Because the chorus was non-professional 
U. S. Steel paid AFRA, the radio per- 
formers' union, the scale for 39 choristers 
and AFRA turned the amount over to 
charity, thus fulfilling the niceties of 
using non-professional talent on a regular 
big commercial airing.) At Christmas 
and Easter Kraft has featured the em- 
ployee Kraft Choral Club of 75 voices on 
the regular Kraft Music Hall Thursday 
night program on NBC. Both the 
Homestead (U. S. Steel) and Kraft ges- 
tures have had the effect of humanizing 
the big corporations involved as well as 
making the employees themselves feel 
like human beings. 

Personnel problems can be very great 
hurdles, as they were during the war when 
corporations all over the nation used time 
and talent to sell non-workers the idea of 
helping their country by joining the ranks 
of the employed. Most great war plants 
had a regular schedule of broadcasts or 
spots selling the small available pool of 
manpower on getting down to the job at 

*// may be hack on the air ihorlly. 

(Please turn to page 50) 
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^. use KFAB to sell the 
mTlRl Omaha marfre/ 

And 90% of this BIG market, which is outside of Omaha, is 
made up of families that have an a\TrafiC cash income of 
$8,000,00 per year* Sell the ENTIRE Om.iha markt-t with one 
Big station. Programmed and "powered" for your use. 

SEE YOUR FREE & PETERS MAN 
or write to HARRY BURKE 




NOW 50.000 WATTS 



Omaha, Nebraska 



SEE OTHER OFFERS IN THIS ISSUE 




No gamble! Vi'ith WMT in Eastern 
Iowa you sell America's highest per 
capita income group. The hish Iowa 
market includes one fourth of all 
Grade A U. S. farmland PLUS pros- 
perous factory income. 

Put your product on WMT! Ask your 
Katz representative for details on 
WIMTland's twin markets. 



>*sX<KS,. 



CfOAR RAPIDS 



Tha Station Built By Loyal Liitanar- 
ih!p . . . Now in !ti. 25th Yaar! 



BASIC COLUMBIA NtTWOKK 

5000 watts 600 Uilocycles Day & Night 
Member: Mid-States Group 
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BEER 

\^Qmtm\ieil from page 15) 
opinion group uncovered the fact tlial 
Pahst sold almost as much of the other 
brewers' products as it sold of its own. 
Since it's the only network program it 
h.is become an industry pace-setter. 
There's been some feeling e.xprcssed by 
prohibitionists that the program is paid 
for in part by the brewing industry. No 
one has produced any evidence of it. 
The agency and Pabst maintain that 
they're out to sell Blue Ribbon Beer. If 
beer itself profits, well and good, but 
that's not the Pabst objective. 



Beer is legal in all 48 states although 
there are some local option counties 
\^'hich do not smile upon the brew. More 
than 900 stations carry beer .advertising 
at some time during each season. There's 
hardly a sport that doesn't gain something 
from beer's advertising, from professional 
football to ice hockey, partly because of 
the broadcasts but also because beer 
is one of the most conscious of all in- 
dustries of point-of-sale promotion. Esti- 
mates are that the beer industry spends 
four times the amount of money on 
displays, posters, coasters, and all sorts 
of printed matter, than any other type 



"KEEFIN6 UP WITH 
THE WI66LESW0RTHS" 
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15 MINUTE 
TRANSCRIBED 
PROGRAMS 



This program, designed for 
teen-agers or any old-agers, 
boils down big ideas into 
simple, human terms, points 
out the advantage of FREE 
ENTERPRISE. 



LAUGH as Snuffy 
learns the hard way. 
Snuffy is the busiest 
14 year old with the 
BIGGEST IDEAS. 

Write, Wire or Phone. 



of manufacturer does. Since in most 
states It's barred at the point of sale 
from displaying outdoor signs the mate- 
rial goes into the stores, on the bars and 
tables and walls . . . and it's more often 
than not tied into the brewer's broad- 
cast program. 

Except in local option counties and in 
a very few stations, beer broadcasting is 
accepted by practically all broadcasters. 
The copy must be clean but the brewers 
wouldn't want it otherwise. 



MR. SPONSOR ASKS: 

{Continued Jrom page 35) 
In fact, Mr. A. L. feels that if we must 
have commercials he'd rather they'd be 
musical, provided they are well done. 

Just to blow our own horn a little, 
and that of the Yellow Cab Companies, 
we've produced a Yellow Cab Jingle that 
has caught on around the country. From 
Annapolis, Md., the station manager 
wrote us, "W'e don't have your Yellow- 
Cab spot scheduled on our morning all- 
request record show. But telephone calls 
come in from listeners regularly request- 
ing this singing ad . . . Local Yellow Cab 
drivers are peacock-proud of their snappy 
commercial." 

Granted, a few of the singing com- 
mercials around grate on listeners' ears, 
but only because clients have not chosen 
them with care: care in production, 
cleverness, and ability to make people 
remember the name of the advertiser. 
For instance, from this office comes a 
jingle-i:ed version of one of the most 
sacred of news items — the original musical 
weather forecasts. They've been tailor- 
made and popular on stations all over 
the country with never a complaint of 
any sort. A clever jingle won't disturb 
anyone, will please many; but it must 
be wisely chosen. Irony of it all is that 
as a radio announcer I have sold products 
with talking words for many years. Now 
with my production agency I've found 
singing words most successful. 

Charles Stark 
Charles Stark, Inc. 



LISTENERS "TELL ALL" 

(Continued Jrom page -16) 
The diary formula has actually gone 
bejond radio in research usage. It's 
claimed that it can uncover practically 
anything any research group desires to 
know. Diaries are being used to reveal 
living habits, buying habits, and fashion 
habits, to mention a few variations of 
diary-investigated factual information. 
America is always willing* to tell its all 
to an>'body asking who-what-where 
when-wh>'-how. 




19 EAST 53rd STREET at Madison Avenue. . .NEW YORK CiTY 
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I SPONSOR 


PRODUCT 


PROGRAM 


TIME 


OFFER 


TERMS 


OUTLCT 1 


AMERICAN INST. OF 


FooJ 
products 


Ask Dr. 
Tobey 


MTtt'TF 
4-4:30 pm 


(Columbia diamond ring, value SlOO 


TcII in 25 words or Ic^, «hy hotiscwives prefer 
products advertised on program 


won. 

New York 


AMERICAN OIL CO. 


Cas. oil, 
tires 


Professor 
Quiz 


Saturday 
10- 10:30 pm 


S5U cash 


Coiii|>letc in up to 25 wonhi sentence about 
Amoco product different weekly) Winner 
gets $25 plus S25 if he included 5 acceptable 
questions and answers for use on program 


■MIC 


CARNATION CO. 


Carnation Con- 
drnsed Milk 


Co[iteiitcd 
Hour 


Jhlouilay 
10-10:30 pm 


Recipe booklet: "Velvet Blend hook" 


Free on request to sponsor, .Milwaukee 


NHC 


GENERAL MILLS 


Ilisquick, 
Gold Medal 
Flour, 


Betty Crocker 
Magazine of 
the Air 


MTWTF 
10:25-10:45 am 


Jubilee Baking liecipcs 


Free for card to3pon.sor, Minneapolis 


AHC 




Cheerios 


IlvmnQ fif All 

Churches 


MTWTF 

9:25-9:45 am 


U/mIcIM ■ "Ton n nine flottlnn 

nuuKici. I en ttuics tor (jetting 
Results" 


Free fur card to sponsor, Minneapolis 




HALL ANO RUCKEL, INC. 


X'Bazin 




MTWTFS 
7:30-7:45 pm 


Weekly prizes of lighters, watches; 
grand prize of wardrobe, diamond ring, 
portable phonograph, etc. 


Write to program guessing identity of "Miss 
X" and st-nd short proiuct slogan 


wov, 

Xew York 


ILLINOIS MEAT CO. 


llroadcast 
Corned lit-ef 
Hash 


Kthel & Albert 


TTh 
1:15-1:30 pm 


Gem wall-type can opeuer 


Send 35c and one llroadcast Hash label to 
sponsor, Chicago 


.\BC 


KELLOGG CO., ANO 
PROCTER & GAMBLE 


Cereals and 
soap products 


Hrcakfast in 
Hollywood 


AITWTF 
9-9:30 am 


\\ ishiiig Ring 

■ ■ 


Send wish on postcard to program, Hollywood. 
Wish read on air wins ring 


ABC 


KERR CHICKERIES 


Baby chicks 


Kews of the 
Farm 


MTWTFS 
5:45-0:25 am 


Booklet: "Poultry Kaiser's Guide" 


Free on request to program 


WOR, 
New York 


LOS ANGELES SOAP CO. 


nniie ivins 
Granulated 
Soap 


Frank 
Hemingway 


.MTWTF 
5:45-6 pm, pst 


Complete postwar kitcheuj also ABC 
automatic ironers, dinette sets, electric 
sto\*ps, silverware, etc. 


Comptcte sentence "I like White King Soap 
because." Send with boxtop to contest. 
Hollywood 


ABC 

Pac. Coast 


MAIL POUCH TOBACCO 


Kentucky 
Club tobacco 


Fishing & 
Hunting Club 



Monday 
10 10:30 pm 


Sewral fine pieces of hard-to-get hunt- 
ing and fishing equipment 


Send unusual story, tip, or question to program. 
Gift for each item used 


MIlS 


METROPOLITAN LIFE 
INSURANCE CO. 


Insurance 


Eric Sevareid, 
News 


MTWTF 
0-6:15 pm 


First-aid booklet 


Free on request to program, c/o local station 


CBS 


PARTICIPATING 


Various 


Mr. and Mrs. 
Music 


MTWTFS 
12-2 pm 


Merchandise prints, monthly grand 
prize 


Complete jingle re "Marriage is a wonderful 
institution and send to program 


WMCA, 
New York 


PET MILK SALES CO. 


Pet Milk 


Mary Lee 
Taylor 


Saturday 
10:30-11 am 


Miniature Pet Milk can charm, free 
recipe booklets, booklet ol baby care 


Send label to sponsor, St. Louis 


CBS 


PETER PAUL, INC. 


Almond Joy 


Nelson Churchill 
Views the News 


MWF 

7:15-7:30 am 


tl.OUO cash 


Write last line to product jinele. senJ with 
produrt wrapper to program 


WNAa 

BostOD 


QUAKER OATS 


Aunt Jemima 
Ready-Mix and 
Pancake 
K^ady-Mix 


Ladies Be 
Seated 


MTWTF 
2-2:15 pm 


Plastic sa>t, pepper set 


^end 25c and 1 boxtop fron? either profluct to 
program 


ABC 


RALSTON PURINA CO. 


Ity-Krisp, 
Ralston 


Checkerboard 
Jamboree 


MTWTF 
12:15-12:30 pm 


W m. Rogers silver-plated cheese 
spreader 


Send label from any Kraft Cheese spread, or 
wrapper from package of Ry-Krisp, and 25c to 
Ralston, Wallingford, Conn. 


.MBS 


RONSON ART METAL 


Rouson 
lighters 


Twenty 
Questions 


Saturday 

O O.OV flu 


Lighter to sender of subject used; if 
studio contestants stumped, grand 
prize of silver ta le lighter, matching 
cigarette urn, tray 


Send subject about which 20 questions may be 
asked to program 


MBS 


SAV-ON.ORUGS 


Drugs and 
toiletries 


Wishing Ring 


MTWTF 

5:t)5-5:15 pm 


Merchandise from store 


Contestants identify two musical selections, 
give reason why they would like to have any 
two articles in store 


KGEK, 
Long Beach, 
Calif. 


SEARS, ROEBUCK & CO. 


General 
nierctiaudise 


Enterprise 
Calling 


TTS 
6:45-7 pm 


Cash prizes 


Contestants identify "Mystery Tune" 


U BHK, 
Pitisfield, 
Mass. 


W. A. SHEAFFER PEN CO. 


Tens, iDk:», 
pencils 


Adventurers' 
Club 


Saturday 
11:30-12 D 


Underwater goggles 


Send Skrip boxt op or sales slip and 25c to 
sponsor. Chicago 


CBS 


STERLING ORUG 
(CENTAUR CO. DIV.) 


MoUe 


MoUe Mystery 
Theater 


Friday 
10-1U:3U pm 


0 P&rsonna Razor Blades 


Send end from Mollc package and 25c to 
sponsor. New York 


.\BC 


TIMKEN ROLLER 
BEARING CO. 


Inst.tutional 


Today's Sports 
Today 


.MTWTF 
6:15-6:30 pm 


30-page booklet of 1947 baseball rules 


Free on request to Jim Muzzy, WHBC 


WHBC, 
Canton, Ohio 


TONI, INC. 


TuDi Home 
Permanent 


Give and 
Take 


r:aturday 
2-2:30 pm 


Cash and merchandise prizes 


In event studio contestants fail, send correct 
answer to Treasure Hunt question lo program 


CBS 


WESTERN AUTO SUPPLY CO. 


Automobile 
supplies 


Circle Arrow 
Show 


Sunday 
10:3u-ll am 


175 Big Ba^ tishing sets 


Obtain entry-blanks, i^nstructions from local 
W A. .S. stores 


.NBC 


WILLIAMSON CANOr 


Oh Henry 


Detective 
.Nlysteries 


Sunday 
4:30-5 pm 


$100 reward from "True Detective 
Mysteries" Magazine 


Notify FBI and magazine of information lead- 
ing to arrest of criminal named on broadcast 


MBS 


1 


1 




1 1 
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KSO Gives You 

Iowa's 
Richest Market 

In One Package 
On One Station 
• 

Write for availabilities 
today ! 



MURPHY BROADCASTING COMPANY 
5000 WATTS -BASIC CBS 
Des Moines 9, Iowa 



Kingiliy H. Murphy 
riESIDENI 



Gcergi J. Higgini 
CENEItl MtNtGEI 



HiadliyliKCa. 
NATIONIl lEriESENUIIVES 



3ii\sir si'i:ak.s 

Kvoryoiici's 

l^;iii^ii;i^e 

^ <» II 11 ;» or ul<l — men or 
MOiiioii — ri<-li or poor — >Ui- 
<l<'iil or loiu'ln'r — li<'r<' or 
llu'n- — <'\»'r><>ii<' li>l<'iis (o 
iiikI llll<l<■rs(:lii<l^< iiiii>ic. 

Tliiil is r:i«lio (o<l:i> 

• l<-\<>(r!< ii-. ^r<':ilc'!.l lime, 
l).v far. (o |»«'rformaiice 
of miisi)'. 

,Mii>i«' i> llic tMr»'«'r of IIMI. 
\ii<l liMI's full :iii<l clear 
II ii<lers(aiiiiiii<: of (he force 
of iiiiisie (oila_\ is eoiispicii- 
oiislx redecled in llie \vi«lc- 
s|>r<'ii«l aceepliiiice of its* 
facilities. 

liWl music IS lirrnsrJ to 7,675* 
hrofldrtistcr^i. 

♦ojo/jo/y ?/, t9',7 

Broadcast Music Inc. 

580 Fifth Avo. New York 19. N. Y. 



SELL EMPLOyEES TOO 

(Contimted from page 47) 

hand winning the war on the assembly 
line. This use of airtinic was, for the 
most part, promptly dropped with VJ 
day and very little lias been done to 
impress upon corporations the fact that 
broadcasting enters the home where there 
are unemployed workers when black-and- 
white doesn't. 
' One large corporation t Yale and Towne 
Manufacturing Conip.nny) discovered this 
after a disastrous strike which closed 
their Stamford, Conn., operation for five 
months (November 7, 1945, to April 5, 
1946). Yale and Towne employs 4,000 
in its Stamford plant, one out of every 
five employables in the area. The bad 
press whicii stressed absentee ownership 
and all the negatives of the Y. and T. 
management created a post-strike situa- 
tion where over a third of the employees 
just didn't care to come back to work. 
They felt they couldn't forget the bad 
blood that had arisen during the strike 
and decided to work elsewhere. Yale and 
Towne felt that they had a good clean 
plant, a history of satisfactory labor rela- 
tions which had run for years prior to the 
strike, and so they decided to use their 
regular newscaster, Julian Schwartz, to 
tell their story on WSTC. Yale and 
TovMie had sponsored Schwartz all 
through the strike but he hadn't taken 
any sides on the issue and had reported 
what went on in the town from a com- 
pletely neutral editorial chair. 
I Within one year after the fight they 
ha%'e their full complement of employees, 
having recruited 1 ,200 employees with the 
help of radio. 

Spo.nsor in April noted how Sunoco 
Products of Hartsvilie, South Carolina, 
I broadcasts a program called My Town 
over a number of local stations for the 
sole purpose of selling Sunoco to its own 
employees. More and more corporations 
are realizing that loyalty isn't bought by 
a pay em-elope. 

Corporations which iiave employee re- 
lations radio plans in the blueprint stage 
include U. S. Rubber, Todd Shipyards, 
Procter and Gamble, and General Foods. 
The first two are expected to sponsor local 
programs especially directed to their 
I workers while the latter are e.\p)ected to 
I insert an employee slant in their soap 
operas occasionally and even in their 
nighttime entertainment programs. 

There are other employers who have 
similar ideas in the consideration stage. 
The management-labor relations job is 
never done — it must be a continuing 
operation. 




PIONEERING SINCE 

1942 
• 

Q,ti cstaGlhAed ctaim 
on the 

• 

for iveilibilities write 
O. R. Wright, Sales Manager 
Porter BIdg., Kansas City, Mo. 
• 

E. L. DILLARD. GENERAL MANAGER 
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Atlantic City'i Hotel of Diitinction 

ATTENTION 
DELEGATES 

We Invite all delegates to the 
National Association of Broadcasters 
Convention in Atlantic City, Sept. 
13th to 18th to make this lovely 
hotel "Your Headquarters." 

Beautifully Furnished Rooms . . . Salt 
Water Baths . . . Open and Inclosed 
Sun Verandas . . . Sun Decks atop . . . 
Cuisine Unsurpassed . . . Garage on 
Premises . . . Every Facility . . . 

Attractive Rates 
Make Reservations NOW 

Exclusive Pennsylvania 
Avenue and Boardwalk 
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Hooper's confidential video survey for 
CBS, which was released to the press in 
part, was so pro-television that the net- 
work decided not to release the entire 
report, despite the fact that sportswise 
WCBS-TV stood up well in the figures. 
This to a degree duplicates the figures- 
locked-in-the-safe policy which followed 
completion of the N. W. Ayer-Goodyear- 
NBC TV survey. Sets in use were over 
50 per cent during the entire CBS survey 



period, and reached as high as 68 during 
certain programs. 

The anti-television camp which tries 
to explain away the present TV audience 
with "it's the novelty that gets 'em" 
found it difficult to account for a sponsor- 
recognition figure of 75 per cent for one 
program and an average of 6.2 viev^ers per 
viewing set. Regardless of the fact that 
few people in radio arc anxious for TV 
to grow too fast until networking is an 
accomplished fact the medium is develop- 
ing faster than any other in the history 
of advertising. 

The third Washington station (the 
Washington Star's WTVW) promises to 
be on the air in October but January 1 
is probably a closer estimate. The latter 
date also is a fair guess for Baltimore's 
second TV outlet, WMAR. Although 



promised for "some time this fall" Phila- 
delphia's WFIL-TV, Fort Worth's KCPN- 
TV, Richmond's WTVR, Cleveland's 
WEWS, and Milwaukee's WTMJ-TV 
will be lucky to be on regular schedules by 
February 1948. 

With GE in actual television set pro- 
duction now it's expected that Schenec- 
tady's WRGB may go commercial in 
March 1948 if not before. Cominercial 
operation will mean better pay for the 
staff ami a professional approach to the 
program job, which has been handled on 
an experimental basis up to this time. 

TV is still somewhat worried about 
producing direct sales and will continue 
to be worried about that until there are 
enough receivers in use to deliver mil- 
lions of viewers — although millions are 
not a necessity for profitable visual 
broadcast advertising. 




Of greatest FM interest to the Federal 
Communications Commission engineers 
in the past few weeks has been the new 
FM Pilotuner. FCC'ers have had the 
tiny unit under the toughest tests 
they know of and while they are not 
ready to give it a special governmental 
blessing, there has been less talk of 
another shift in FM channels since the 
set has been available. 

In New York the Pilotuner was shown 
to the consumer and trade press by the 
manufacturer, Pilot Radio Corporation, 
under no special auspices. In Washing- 
ton the presentation had the blessing of 
WGAY-FM, WINX-FM, and WWDC- 
FM. Most other presentations will be 



made under station sponsorship because 
FM may find its first real consumer accept- 
ance through the introduction of the 
low-priced Pilotuner. 

Typical of conditions all over the 
nation during the summer (only more so) 
is the high degree of hot weather static 
which makes listening virtually impos- 
sible even a few miles out of town for 
some stations. Recently some men living 
at Indian Head, Md., 25 to 30 miles 
south of the District of Columbia, sent 
a spokesman up to see Ben Strouse, 
manager of W WDC. They were baseball 
fans and they couldn't hear the night 
games over WWDC in their homes. The 
spokesman presented a petition beaiing 
92 signatures. Mr. Strouse was sorry but 
he told them he was not the FCC and he 
couldn't extend the night service range 
of the AM station. Hov^ever he sug- 
gested that the spokesman borrow one of 
the station's FM sets and listen to the 
games over W\VDC-FM. He and 25 
others listened to the next game on the 
borrowed set. Result, the spokesman 
bought the set he had borrowed and 



decided to become an FM radio dealer. 

On July 15 WQXQ. FM sister station 
of WQXR, New York started on a full- 
time schedule, transmitting all the pro- 
grams heard over the AM station. 
WQXR is the first standard broadcast 
station to make all its programs available 
to FM listeners. It is continuing to 
broadcast on the old FM band as well 
as the new to give 100 per cent service to 
FM'ers. This move is a forerunner of 
what is expected to happen on all AM 
stations that have FM affiliates, when 
union musical problems are overcome. 

Advertising agency inquirie: on avail- 
abilities on FM stations, which were 
noted last month in the Fall Facts edition 
of SPONSOR, started turning into business 
in July when Young & Rubicam bought 
Report to the People, a Monday-through- 
Friday 6:30 7 p. m. program on WFMZ, 
Allentown, Pa. The program started 
August 4 and will be under active suf)er- 
vision to test the efficacy of the cam- 
paign. The station feels that the pro- 
gram will produce and wants to prove its 
results to all who use the air to advertis e 




When no scheduled television pro- 
grams are on the air accidental viewers 
late at night or in the wee hours are apt 



to see pages and pages of designs moving 
across their receiver screens. If it were 
possible to stop them long enough to 
see one frame (30 complete pictures 
[frames] are seen on a video receiver in 
one second) they would see a page of 
type broadcast by RCA in its experi- 
ments with ultrafax on the regular 
television wave band. 

American Type Founders are said to 
be developing a type face that will be 
clearer than any existing now when 
transmitted into the home via fax. 



First special advertising for fax is 
being prepared experimentally by one of 
the top agencies in New York. They will 
use it in private transmissions for staff 
and a limited number of clients. The 
feeling in the little group working on the 
idea is that fax will be able to do a job 
that neither sound nor visual broadcast- 
ing will accomplish ... to quote one of 
the copy men on the project: "It's fun, 
but if it works, what it's going to do to 
present advertising concepts won't be 
fun." 
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SPEAKS 

Let's Start Selling Radio 

Broadcasting can and does work sales 
magic but it requires someone to 
spread the word to spread the word 
without personal aggrandizement. Even 
Aladdin h.nd to rub his lamp before the 
hard-working genie materialized and 
produced miracles. 

With few exceptions all network 
advertising and most station advertising 
is devoted to telling how good the indi- 
vidual network or station is, with very 
little attention to the efficacy of the 
medium. 

Neu'spapcrs have a highly-paid pro- 
niotional man whose one job is to sell 



newspaper advertising not just adver- 
tising in a particular publication. The 
magazines have elaborate plans to sell 
the "slick" printed entertainment in a 
high-powered dircct-to-advertiscrs man- 
ner. Outtkxir advertising has spent 
literally millions selling the field. 

Only brojidcasting has relegated its 
biggest job to a minor position. The 
NAB Bureau of Broadcast Advertising 
does the best job it can with limited 
personnel and even smaller budget. The 
luimbei of big advertisers who have been 
approached and sold the institution of 
broadcasting can be counted on the 
fingers of one hand. 

Sponsors want the facts of broad- 
casting. Sponsor is doing its best to 
carry the facts to them but no trade 
paper can do the job alone. The industry 
just has to realize that while NAB spends 
80 per cent of its time settling intra- 
industry problems, the medium may 
shrink because the broadcast facts of 
life aren't being sold medium-wise. It's 
time that consideration of selling broad- 
cast advertising gets out of the com- 
mittee. Sponsors must be educated to the 
fact that broadcasting is not a one net- 
work medium; it's a 1600 station field. 

Enter Pressure Groups 

On July 15 LaRoche & Ellis, Inc., 
paid for a full page in the New 
York Times to tell the story of The 
Advertising Council. The ad was a 
"busy" piece of copy which left a con- 
fused impression among advertisers and 



agencies on what it was supposed to 
accomplish. The confusion was a matter 
of layout, art, and wordage. It was also 
a matter o( opinion since u'hat moves 
one man slows down another. Not a 
matter of opinion was the final appeal. 
Advising the public to write to The 
Advertising Council for prepared adver- 
tising and radio fact sheets cn the current 
problems with which the Council is 
concerned, the ad said: 

*''ruke thiN mutt'rlul to buslnebs lirnis. 
radio Htatlolis. iicuspuptTN. Ask tliem to 
contrfhutc* Komc of tlielr udvertihlnf* to 
tliehv probleinH htt that your community 
u'lll t)e Informed, aroUHed, Let's speed up 
Democracy;" 

Thus was opened the door for pressure 
gioups to descend upon hundreds of 
advertisers, radio stations,, magazines, 
and newspapers for free time or free 
spate. Broadcasting during the war 
worked with The Advertising Council, 
giving millions of dollars in time and 
talent for the purposes which were 
cleared through the Council. It continues 
to give thousands of dollars in time 
monthly to fight the problems of Peace. 
It's vicious to ask the public to bring 
pressure to bear on business and adver- 
tising for more contributions of the very 
thing by which they live. 

Chet LaRoche, President of LaRoche 
& Ellis, ought to know better. There's 
no question but that the appeals advo- 
cated by the Council are worthy. That 
is not the point. Pressure groups start 
out asking for time for causes everyone 
agrees upon. That's only the beginning. 
Once you start anything like this there 
is no end ... for advertising. 
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LOCAL PROGRAM INSPIRATION 

Chesterfield, which has frequently been 
cited this year for energetic promotion of 
its broadcast programs, once again rates 
deep bows. As a matter of record the 
applause goes directly to B. F. Few, vp 
in charge of advertising for Liggett & 
Myers Tobacco Company, for he is the 
man back of Chesterfield's buying local 
hour shows throughout the country. 
Some arc disk jockeys some are per- 
sonality shows all are local all arc 
station-built. Under instructions from 
Few, the ad-agcncy, Newell-Emmett, 
buys the programs which Few has 
checked and heard personally and tells 
the stations that the client wants nothing 
chanj^ed. The station runs the program; 
the agency supplies the commercials. 

This hns done a great deal to inspire 
good local programing on the stations 
in\'<)Kvd, and some not in\'oK'ed. who 



hope to build a program that the A-B-C 
cigarette will buy. 

Supplying the program blood ("cash) 
at the local program level is one way to 
insure a healthy medium in which to 
advertise. 



BREAKING THE FM BOHLENECK 

What FM broadcasting has needed for 
the past few years is a good low-priced 
FM radio receiver. Zenith was the first 
to promise such a set in quantity but 
their assembly line just hasn't produced. 
During July Pilot Radio (they sitarted in 
business in IOCS selling parts) presented 
the Pilotuner, an FM tuner that can be 
attached to any radio set from a midget 
to a giant combination radio phonograph. 
The Pilotuner just tunes the stations and 
delivers the FM signals to the audio 
side (the .sound-reproducing part of a 



broadcast receiver) of any set. The tonal 
range is never any better than the regular 
AM receiver but the program comes into 
the home static-free— the standard (AM) 
set owner doesn't have to purchase an 
entire new radio to hear noiseless enter- 
tainment. 

The Pilotuner is small but efficient 
and what's more importaiut it costs 
$29,95 at retail, less than most standard 
table models. It's been field tested and 
proved better than adequate. Pilot, 
having made two errors in building F.M 
full-size sets (thej recalled a few thous- 
and they had sold which turned out to 
be unsatisfactory) have now delivered 
what prospective FM sponsors wanted to 
see something in the mass price range. 
It's going to force other manufacturers 
who have been talking low-priced sets 
into action. It looks as though Pilot 
has broken the bottleneck. 
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THERE'S POWER IN NUMRERS 




WINS NOW 50,000 WATTS 



Over the most densely populated area of New York City, WINS 
now has a clear, powerful directionalized daytime signal equiva- 
lent to 240,000 watts non -directional 

With its five-fold increase in power, WINS for the first time will 
deliver to metropolitan New York listeners a signal thoroughly 
comparable with the very best now available in that market. 

And even though daytime power goes up, no immediate rate 
increase is contemplated. Any rate adjustment either up or down 
will, in the future as in the past, reflect our long standing over-all 
company policy of selling a demonstrated listening audience at 
the lowest possible cost-per-listener consistent with sound and 
constructive operation. 




NEW YORK 
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your Best Move for... 



SaCe<i-f 



Here's a good move for you. Use Cleveland's 
Chief Station and win bigger sales! 

Cleveland listeners have made their move. 

The recent Cleveland Press Radio Poll 
gives WJW more firsts in listening popu- 
larity than any other Cleveland station. 




Now . . . for increased sales and greater 
profits . . . it's your move! 



\V )\V' delivers more daytime listeners per 
dollar (lian an} utiicr Cleveland station. 
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ABC Network lllf ■! vllV 5000 Watts 

CIEVEIANO, O. VW W^V ''^^ ^'^'^ NIGHT 

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 



